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NEW 
Industrial Lighting Reflectors 


Two New Types of 
Holophane-D’Olier 


Reflectors 
are Now Ready for 
the Trade 


Intensive Type 


These Reflectors are designed to replace the older Bowl Type Intensive 
and Extensive Holophane-D’Olier Steel Reflectors. 


They are more efhcient. They completely hide the lamp. They give 


Complete data on these new Reflectors should be in the hand-book of 
every central station man. 
Preliminary data is now ready and can be supplied without delay. 


HOLOPHANE COMPANY 


Sales Department 


NEWARK, OHIO 
NEW YORK BOSTON PHILADELPHIA 




















»y THE RAE COMPANY 





A NEW DESK LIGHT IDEA 


EMERALITE 


“Kind To The Eyes” 


A wonderfully artistic electric desk and 

table light. The new idea “Emeralite’” 
shade makes these lights more attractive 
and more adapted to office use than any 
other light made. 
The shade is of rich green glass outside, and 
pure white opal glassinside. Gives asubdued, 
restful, emerald light above, and focuses a 
bright light on desk or table top. It is not af- 
fected by heat or cold, and does not tarnish or 
scratch. Its smooth service prevents col- 
lection of dust, and always throws down the 
light where wanted. 

The arm and base are finished in dull brass 
or statuary bronze—conforming to any office 
equipment. 

Wemake the ‘‘Emeralite’’ in many styles— 
for roll or flat top desks, also for home use on 
pianos, etc. 

We cannot do justice here to the ‘‘Emer- 
alite’’—its beautiful coloring, etc., but we 
have a BOOKLET which shows colors, 
gives prices and description, etc. Write us 
and we will send it free. 


H. G. McFADDIN & CO. 


43 Warren Street New York City 


Correspondence solicited with electrical supply dealers. 
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All Ready 


for your customer to 
give to a friend for 


Christmas 


Packed in individual boxes, wrapped 
in holly paper, tied with red ribbon. 


That is the way 


“AMERICAN” 
ELECTRIC IRONS 


will come to you if you like. 
They make splendid Christmas 
gifts because they are attractive in 
appearance and useful every day 
in the year. 
We will furnish you with window 
cards and literature, with an order 
for irons. 


Then there is the new 


“AMERICAN” 
ELECTRIC UPRIGHT TOASTER 


and tea kettle, chafing dish, coffee 
percolator warming pad and there 
are a great many other of our devices 
which make welcome Christmas 
gilts. 


American Electrical Heater Co. 
Oldest and Largest Makers 
Detroit, U.S. A. 
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Automatic 


Lamp Service 








Buckeye customers are free from lamp troubles 
and lamp worry. They not only get Buckeye 
Quality---with all the excellence the term implies 


---but they get Automatic Buckeye Service. 

This does not mean that the Buckeye Com- 
pany simply has a “system’---but that its service 
methods, backed by watchful, intelligent, loyal 
people, relieve the customer of any possibility of 
annoyance or error. 
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Buckeye Automatic service is something which 
can be appreciated only by contact and experience. 


This experience can be gained by anyone favoring 
us with a trial order. 


The Buckeye Electric Company 


CLEVELAND 


CHICAGO PITTSBURG BOSTON DALLAS 
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12-in. Bowl Reflector 
100-Watt Mazda Lamp 


20-in. 
Flat Reflector 
500-watt Mazda Lamp 


A New Reference Book Full of Useful Devices 
CATALOG B-19 ‘E1,US SEND 


Issue October, 1910 
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: A Two-Minute Talk 
with Rae 


When | began to publish Electrical Progress as a supplement to Selling Electricity, 
I figured it out this way :-— 


Central station salesmen are in need of some good, practical, 
Think On popular talk which they can pass along totheir customers. The 
e average solicitor hears only the technical ‘‘dope’’ of the manu- 
facturer of appliances. So 1 thought that in this Supplement I 
would give the kind of talk and arguments which se// the goods 
to the public. 


4 The public should be told about different applications of elec- 
Think Two tricity in a disinterested way. You know how that is yourself ; 
If a man says, ‘“‘I’ve got a good horse for sale cheap,’’ you 

wonder what ails the horse; but if a friend says, ‘‘Jones is going 


to sell that mare of his and it’s a bargain,’’ you begin to figure 
on buying. 


Applying this thought to Electrical Progress, I made it a little 
magazine—not an advertising booklet. And it doesn't bear the 
central station imprint, but the publisher's imprint. And it con- 
tains bona fide advertising from manufacturers. It looks and 
reads just like a sure-enongh magazine. It tells the public just 
what you want to tell them, but in a disinterested way. 


Thi k Th The reason why so many central station bulletins and monthlies 
In F@@=™ have not succeeded is because they talk about too many things 
at once. I believe in specializing. So each issue of Electrical 


Progress is devoted to one single subject—and we hit that sub- 
ject from all sides. 


Instead of a miscellany of subjects, we cover one subject well. 
You can’t succeed by scattering your arguments. 


Those were the ideas behind Electrical Progress, and while the publication is 
young, experience has proved that every one of the ideas is right. 


_T have sold altogether 81,640 copies of the three issues published. Some central 
stations have bought 50 copies—some have bought 5000. 


Boston, New York, Philadelphia, Pittsburg and Minneapolis are some of the big 
cities who have purchased, but we also have orders from towns like Enid, Oklahoma; 
Faribault, Minn.; Pasco, Wash.; Pendleton, Oregon; Oxnard, Cal.; Windsor Locks, 
Conn., and dozens of other places—north, south, east and west. 


It’s good central station advertising—is Electrical Progress—good and cheap. 


If you want something that will stir up sign business, order today a quantity of 
the Supplement that appears in this issue of Selling Electricity and distribute them to 
your merchants. THE COST—$5.00 for 100, $10.00 for 250, $15.00 for 500 and 
$25.00 for 1000. FRANK B. RAE, JR. 


The Rae Company, 74 Cortlandt St., New York 





In writing to advertisers, mention ‘‘Selling Electricity.’’ 








SELLING ELECTRICITY December, 1910 


Think It Over 








Individuality in Electric 
Sign publicity means more, 
larger and better Signs for 
the Central Stations, and 
success for the Advertiser. 

Did you ever see two 
Greenwood Signs just alike 
in the same city? We do 
not keep stock Signs, but 
make and ship special Signs 
within from ten to thirty 
days. We would like to re- 
fer you to at least ten large 
Central Stations (who use 
our product almost exclu- 

sively) as to our 


Or ” 
promptness in deliv- 
3 a ery and also in for- 


warding designs. 
Ask us for Bulletins and 
Original Designs, also for 
the assistance of Designers 
and Solicitors, and let us 
show you resu/ts. 


Greenwood 
Advertising Co., 


KNOXVILLE, TENN. 
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PROFITS sci 


APPLIANCE DEPARTMENT 

















We help pay the salaries of your solicitors. We reduce your 
cost of business-getting. We increase the profit of your appliance 
department. 


But first a word about our motor:— 


The Bissell Motor for sewing machines is sturdy, dependable, 
fool-proof. It fits the head of the 
machine in place of the hand wheel. 
It has simple and positive control. 
There is nothing in 
the way, nothing to 
get out of order. 
Examine it—that will 
convince you. 






The co-operative plan under which we sell this Motor is a 
sensible time-payment-rental proposition. Our contract 1s the 
kind your customers will sign because it’s fair and easily understood. 


We carry half the load. If you sell on time, we give you 
time. You invest practically nothing. 


We do half the advertising. Our literature is non-technical, 
simple, convincing. It goes to the heart of women because it 
was written by a woman. Instead of a lot of bewildering engi- 
neering phraseology, we supply convincing sales arguments in print. 


We really do half the selling. Because we have formulated 
a proposition which requires the minimum of effort upon the part 
of your sales force. Write for this proposition. 


The Bissell Motor Co. 


Toledo, Ohio 


The Bissell Motor ts the ideal ‘“door opener.” Customers who will not talk electric light to our solicttors are 
interested tn the Bissell Sewing Machine Motor and we have a number of installations that directly resulted 
from the sale of these Motors. 








RacCo 
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Electric Signs 
Electric Specialties 


~ 





C. D. Winters Benjamin Wall 


We specialize in signs for Central Stations and the 
Electrical Trade. Our factory force are experienced 
sign builders. Approved material only used in our 


product. Sketches and estimates prompt/y furnished. 


Wall-Win Company 


27 William St., New York City 
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Vehicle Battery Points 


Where height of battery space permits 
“National” Batteries are supplied with 
bridges three inches high, giving ample 
room for all the “mud” which can be 
deposited during life of plates. Therefore 
itis necessary to take battery apart only 
when renewing plates. 








These bridges have patented soft rubber 
tops which cushion the plates from jolts. 
The active material is less liable to be 
thrown out and less strain is thrown upon 


the connectors and jars. 


The high bridge with rubber top means 
fewer washings, less road trouble, longer 
life, and lower maintenance cost. 


For each class of service there is a 
“National” Battery of special design. 


WRITE TO OUR NEAREST OFFICE FOR 
COMPLETE INFORMATION 


The United States Light and Heating Co. 


GENERAL OFFICE: 30 CHURCH ST., NEWt YORK 


‘Bliss System of Electric Car Lighting” “National” Batteries “Moskowitz 
System of Electric Car Lighting” 


New York Buffalo Chicago Milwaukee Cleveland 


Boston San Francisco 
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Getting Out the Crowd 


The Story of a Civie Sign that was Welcomed by Eight Thousand People 


By W. E. Quillin, Commercial Manager Easton Gas & Electric Co., Easton, Pa. 


In April, 1909, the Easton Gas & 
Electric Company presented to the 
city of Easton, the famous Easton 
slogan sign which overlooks the Dela- 
ware River, six railroads and the sister 
city of Phillipsburg, N. J., on the op- 
posite bank of the river. A descrip- 
tion of this sign and the conditions 
under which the presentation was 
made was published in Selling Elec- 











W. E. Quillin 


tricity in the issue of May, 1909. I 
might mention, however, that there 
was wide public interest in the sign 
at the time, and on both sides of the 
river, the citizens.of Phillipsburg 
volunteering many suggestions in the 
the contest to choose the slogan. 
“Easton—City of Resources” was 
adopted. 


Though the population of Phillips- 
burg is but half that of Easton, it is an 
active industrial city of 15,000 and 
there is a strong feeling of rivalry be- 
tween the two communities. It is not 
unnatural, therefore, that the Phillips- 
burg people should have been a bit 
jealous of the Easton sign, and not long 
after the Easton sign was erected a 
committee of Phillipsburg business 
men came to the Easton Gas & Elec- 
tric Company, which serves both 
cities, with the request that we donate 
a slogan sign to advertise their town. 

The matter was discussed from all 
sides, but owing to the length of the 
word “Phillipsburg,” and the fact that 
they were unable to hit upon any slo- 
gan phrase that was brief, the com- 
pany could not see its way clear to 
make the investment. It would have 
required a sign twice as large as Eas- 
ton’s and for a city of one-half the 
size. Still, the people of Phillipsburg 
were not satisfied to do longer without 
some sort of a sign to mark their iden- 
tity, and we finally went to them with 
a proposition to erect a sign, reading 
“Phillipsburg,” mounting it on the 
roof of a building facing the railroad 
depots at a point just before the 
tracks cross the river into Easton. 
This was a very dark spot and we 
figured that a sign placed in this loca- 
tion would light it up effectively and 
be a cheerful reception to travelers 
entering the city after nightfall. More- 
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over, it would mark Phillipsburg on 
the map in the minds of the through 
trafic. Our proposition was accepted 
by the local committee and we went 
ahead to build the sign. 

When the sign was built and in 
process of erection, the Phillipsburg 
committee came to us and suggested 
that it would be a mistake to let the 
sign go up without “N. J.” after the 
“Phillipsburg,” since there is a small 
community by the same name in Penn- 
sylvania which might lead to con- 
fusion. As our principal objective was 
to promote good feeling towards the 
company, we were naturally anxious 


PHILLIPS 
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how great the change is. So we want- 
ed to make a big ceremony of it and 
get the whole town down by the depot 
in the dark, so that the big sign might 
make its first impression on the people 
of Phillipsburg themselves. 

The sign was built of plain forceful, 
dignified 6-foot letters as shown in the 
reproduced photograph and is about 
45 feet long, burning about 300 lamps. 
We advertised very extensively in the 
Phillipsburg newspapers for several 
days before the night of the ceremonies, 
and featured it also in our press ads. in 
Easton. We arranged for speeches 
and music on a platform erected before 


OURU.NG. 





The Civic Sign Presented by the Easton Gas & Electric Co. 


to make the sign as great a success as 
possible and had the two additional 
letters rushed through. 

Our experience in handling the 
Easton sign demonstrated the value 
and practicability of making the turn- 
ing on of the new sign a public occasion, 
and we began to lay our plans long in 
advance. We wanted every man and 
woman in Phillipsburg to know that 
the Easton Gas & Electric Company 
had made the community a valuable 
gift, and in order that they might be 
impressed with its size and value we 
wanted as many as possible to witness 
the turning on of the lights. We all 
adapt ourselves so readily to new con- 
ditions and carry such meagre mem- 
ories of matters outside our own con- 
cern, that unless he sees the transfor- 
mation take place before his own eyes, 
the average man fails to appreciate 


the sign and organized an automobile 
parade to be escorted by the band and 
bring out the people. The newspapers 
were kept in touch with all develop- 
ments and played the sign up strong, 
so that practically everybody in both 
Phillipsburg and Easton was fully in- 
formed. Fireworks were provided at 
various points. 

We were favored with good weather 
and everything went off without a 
hitch. Thirty odd gaily decorated 
automobiles were in line for the parade, 
which started from Union Square and 
traversed the principal streets of the 
town. It was a revelation to us, the 
amount of genuine popular enthusiasm 
that was shown. The crowd turned 
out and lined the sidewalks, cheering 
and shooting off fireworks, while a 
great many buildings were decorated 
in flags and bunting. It was a re- 
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markable demonstration of public 
interest and appreciation. 

Some of the newspapers estimated 
the crowd at 10,000. We do not 
claim more than 8000, but it was 
distinctly a Phillipsburg crowd and 
for a town of 15,000 that was a big 
showing. Most of the crowd fol- 
lowed the band to the depot and 
gathered around the speaker’s stand. 

The meeting was opened by the 
president of the Board of Trade, who 
after a short talk introduced Mr. B. F. 
Cresson, general manager of the Eas- 
ton Gas & Electric Company. Mr. 
Cresson explained the purpose of the 
sign and presented it to the people of 
Phillipsburg in the name of the com- 
pany as a token of the company’s good 
will and desire to co-operate toward 
the common prosperity. He then 
pressed a button which flashed on the 
sign, shedding a bright illumination 
over the station plaza. 

There was more cheering, music 
and fireworks, and the mayor of Phil- 
lipsburg accepted the sign in behalf of 
the community. Another speaker fol- 
lowed with an address on ‘“‘Phillips- 
burg—Its Opportunities and Advan- 
tages,” after which the crowd broke 
up with three cheers for the Easton 
Gas & Electric Company. 

All the newspapers were represent- 
ed at the meeting and gave as much 
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as 3 1-2 columns next morning with 
photographs, and the opinion was 
unanimous that Phillipsburg had never 
seen as enthusiastic or as representa- 
tive a public gathering. We in the 
company are more than pleased with 
the result, for there have been bigger 
meetings and bigger civic signs, but I 





B. F. Cresson 
doubt if any central station has ever 
presented a sign to any community 
which has created more genuine good 
will and enthusiasm per capita. We 
now have our two cities marked by 
large and appropriate signs, and hope 
the Phillipsburg installation will be as 
productive of actual benefits as the 
Easton slogan sign has proved itself. 











View from the Site of the Phillipsburg Sign. 


The Arrow Indicates the position of the Easton Slogan Sign. 








Sales Methods of a Canadian Central Station 


The Story of Six Months Progress by the Toronto Electric Light Company, Ltd. 


By Eugene Creed, Sales Manager, Toronto, Canada 


At the beginning of the year 1910 
there were two flashing electric signs 
in Toronto, Canada, a city of 350,000 
population, Today, there are con- 
siderably over fifty, many of them of 
very large and unique design, brilliant 
monuments to the work of a sales 
force, for to introduce electric sign 
advertising has been no small task 





Eugene Creed 
and the sales department of the Elec- 
tric Light Company deserves credit 
for all the business secured. The 
company has spent money liberally 
and used every endeavor to interest 
the merchants of the city in the instal- 
lation of large and magnificent signs 
with the aim of making Toronto a 
live and brilliant city. 


The city was divided into districts 
using the ward boundaries, and the 
salesmen worked methodically, solicit- 
ing all kinds of business, a requisite 
number of men being placed in each 
territory. It is a peculiar character- 
istic of Toronto that builders do not 
equip their houses with fixtures, either 
gas or electric; therefore, in moving 
from an older section of the town to 
the new districts, the tenants take the 
gas fixtures with them, and unless seen 
beforehand and very assiduously can- 
vassed, will use gas in the new house. 
So, of course, clever men must be 
employed in the residence territory. 

We started our campaign by send- 
ing out men on a straight canvass on 
the different streets in their respective 
territories, beginning with the business 
thoroughfares. The men were in- 
structed to talk tungsten lighting, the 
company having put into force a 
rental proposition that met with in- 
stant favor with the majority of the 
merchants who were canvassed. Pres- 
ent customers were called upon and 
wherever the lighting installation was 
poor, the illuminating engineer fol- 
lowed the canvasser, drew a plan of 
the store and endeavored to interest 
the consumer in an efficient installa- 
tion. 

We talked electric advertising at 
the same time and in the down town 





One of the Bright Spots in Toronto 
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sections of ward three, along King, 
Queen and Yonge Streets the responses 
of the merchants were immediate. 
We followed the work of the canvassers 
with form letters, peculiarly interest- 
ing to the merchants of the city. 
They were composed by the sales 
manager and the replies on the en- 
closed return-postal were very grati- 
fying. We secured the co-operation 
of the local sign dealers and stood 
absolutely neutral, giving the two 
firms here an opportunity to bid on 
any prospect that was interested. 

We went after big signs. For in- 
stance, the “Saturday Night,” a local 





One of the Signs at the Canadian National Exposition 


red, 
“One Empire,” 


The flag has a waving effect, with the proper colors 
white and blue. The words ‘One King,” 
“One Flag”’ were flashed on alternately. 


weekly, installed an immense fountain 
sign at the corner of Yonge and Queen 
Streets, as well as an immense flash- 
ing sign at the corner of Spadina Ave. 
and College, and another on the facade 
of their building on Adelaide Street 
West. These signs were very elab- 
orate, costing from $250 to $2400. 
The Electric Light Company did not 
carry one penny on its books for this 
class of business, the purchaser dealing 
directly with the sign builders. 
“Fountain, the Tailor,” put up an 
immense sign, a flowing fountain; 
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“Bingham,” the druggist, a soda water 
sign, a glass being filled from the tap; 
“The Red Rose Tea Company,” a tea 
pot filling a cup with tea; “Wilson,” 
the cigar man, two pipes and a cigar 
burning,—all very real and interesting. 
The Imperial Tobacco Company in- 
stalled two immense signs on Yonge 
Street; “‘Ryrie,” the diamond mer- 
chant, put a roof sign on his building 
on Yonge Street: “Fairweather,” the 
leading dry goods merchant, has an 
immense rocket sign on the facade of 
his building on Yonge Street, and the 
merchants in the smaller districts 
quickly responded to our canvass and 
have installed many lamp letter signs 
in keeping with their appropriations. 

We prepared arguments that were 
inconvertible. We took a census of 
the people passing certain street inter- 
sections in the busy part of the city, 
putting our entire staff of twenty 
men on the job and checking the fig- 
ures very carefully. We would show 
these figures to the merchants in the 
neighborhood and convince them that 
the circulation of the electric sign was 
only limited by the number of people 
passing the street. We were able to 
prove that electric sign advertising 
was far cheaper than any other form 
they could use, although we did not 
talk disparagingly of any form of ad- 
vertising, for they are all good. But 
we did boom the electric sign, and in 
many cases we were able to take out 
old signs that had been up for some 
time and replace them with up-to-date 
flashing affairs. 

The Toronto Electric Light Com- 
pany has ordered a new electric sign 
for their booth at the coming Exposi- 
tion, which will be 20 feet wide by 
13 feet high. An electric flatiron will 
be illuminated with 2-cp. lamps, burn- 
ing constantly, while rockets will flash 
out and break into stars above. Flash- 
ing alternately with the rockets will 
be the words, “Electricity makes the 
Sad Iron the Glad Iron.” 

We made a flat rate of 8 cents per 
2-cp. 14-watt lamp per month on a 
three-year contract “off the peak,” 

or a meter rate of 5 cents per kilo- 
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watt hour with time switches or con- 
trolled by the company’s patrol. 
There were a great many dead signs 
that we induced the merchants to 
burn by quoting them very liberal 
rates. The campaign is still on and 
there are many beautiful signs in the 
course of erection. Toronto has be- 
come one of the brightest towns on the 
North American continent, for in one 
block there are probably more elec- 
tric signs than in the same distance 
on the “Great White Way.” The 
salesmen are very enthusiastic on the 
subject of electric sign advertising and 
have suggested most of the designs 
that have been brought out in letters 
and devices of fire. 

We are also in the midst of an 
electric iron campaign 
at the present time and are 
selling, on an average, about 
110 irons every week. We 
have our lists in geograph- 
ical order covering every 
customer on the company’s 
lines, and two women and 
the same number of men 
are employed to call upon 
these consumers and leave 
the irons in on trial. We 
have been able to hold 
about 75 per cent of the 
irons installed. 

We have six power men, 
four of them trained and 
experienced technical men, 
who have been thoroughly 
trained in central station, 
commercial and engineering 
practice. We pursue the 
usual methods of securing 
power business, making a 
complete test of the pros- 
pective customer’s plant, 
and showing graphically 
that electric power will or 
will not be more economical 
in every way were he to 
adopt the drive. 

The Government is build- 
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power and it is the avowed intention 
of the city authorities to compete with 
our company and take as much busi- 
ness from us as they possibly can, 
something probably unheard of in 
“the States,” yet quite common in 
“the Dominion.” The feeling of the 
public, however, seems to have entirely 
changed since the inauguration of the 
sales department, for our men are in- 
structed to impress upon the public 
the fact that the Toronto Electric 
Light Company’s policy is to maintain 
pleasant relations with the consumers, 
and that all complaints will be care- 
fully adjusted. 

We also have an “Investigation 
Department” which is doing good 
work. Upon customers complaining 
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This sign over the Booth of the Toronto Electric Light Co., Ltd., 
at the Canadian National Exposition was 20 ft. high and 14 ft. wide. 
The rockets shot up, bursting into multi-colored stars. Alternating 


no < ‘ . 5 aa en with the rockets appeared the words “Electricity makes the sad iron a 
mg & tra n ew line glad iron’”’ in white lamps. The iron burned constantly and was out- 
from Niagara Falls to sup- lined in white lamps, with the handle in yellow, the cord in green and 
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of the service for any reason whatso- 
ever, a full report is made out on an 
“investigation blank,” which is turned 
over to this department and a thorough 
investigation is made, even to the 
testing of the motors and machines in 
a manufacturing establishment, the 
changing or cleaning of the lamps in 
a store, or in a residence the inspection 
of the meter where necessary on the 
complaint of a high bill. In fact, a 
really thorough investigation is con- 
ducted and the “Investigation Report” 
is turned over to the sales department 
and the man on the territory is sent 


The Toronto Electric Light Co., Limited 
12 Adelaide St. East The Electric Building 
Phone M. 3975 





Inspector from Investigation Dept. called. 


Date Time 


Signature 
(over) 


The Toronto Inspector leaves this Card when he does 


not find the Customer at Home 


to interview the complainant person- 
ally. We endeavor to satisfy the 
consumers, and the investigator states 
on the report whether he left the con- 
sumer in a satisfied frame of mind or 
not. This department has very little 
to do, however, as we endeavor to 
maintain satisfactory service. 

The company has a_ permanent 
booth in the Industrial Building at the 
Canadian National Exhibition grounds 
where we display electric appliances 
of all kinds, including irons and toast- 
ers, and demonstrate with the help of 
skilled attendants the appliances of 
different manufacturers. 

In the “Electric Building,’ No. 12 
Adelaide Street East, where the com- 
pany has its head office, a permanent 
demonstration is conducted under the 
auspices of competent women, where 
coffee and toast is served, gratis, and 
orders taken for the different appli- 
ances. We have a door-man who 
meets the people as they enter and 
directs them to different departments. 
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Since the sales department has been 
inaugurated the company’s business 
has increased enormously and there 
is every reason to believe that even 
in the face of the strong municipal 
competition the company’s business 
will advance in leaps and bounds and 
that for every dollar invested in the 
selling cost, at least five dollars will 
be returned. Our slogan is “Toronto 
Can—and Will.” 
1800 Per Cent Increase 

A recent advertisement of the North 
Shore Electric Company of Chicago, 
gave some very interesting figures 
bearing on the recent development of 
its power business. From Septem- 
ber to September the year 1905 showed 
an increase of 96 per cent over the 
year preceding. The next year swelled 
the connected power load by 125 per 
cent, and the three succeeding years, 
1908, 1909 and 1910, showed further 
growth at the rate of 53 per cent, 33 
per cent and 100 per cent respectively. 
This makes a total increase of 1800 
per cent in five vears. 


N. E. L. A. Convention in New York 

It has been announced that New 
York City is being seriously considered 
by the officers of the National Electric 
Light Association for next year’s con- 
vention. Before reaching any definite 
decision in the matter, however, the 
officers have called upon the exhibition 
committee to ascertain if satisfactory 
arrangements can be made for the 
usual exhibits. Investigation discloses 
that the Hotel Astor possesses the 
only complete facilities for such a con- 
vention. There is a large roof garden 
covering approximately 16,000 square 
feet of floor area, of which about half 
is enclosed in a Belvedere. The hotel 
possesses the necessary meeting and 
sleeping rooms. 

For the privilage of using the room 
a large rental is asked by the hotel 
management, to which must be added 
the cost of covering the open portion 
of the roof and after very carefully 
considering all points involved, it is 
felt that the facilities at the Hotel 
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Astor, while undoubtedly the best 
that could be procured, would be far 
from satisfactory. The exhibition 
hall would be far removed from the 
meeting rooms and the booths would 
not be as desirable as those in recent 
conventions. The committee is of the 
opinion that under the circumstances 
it would be advisable to omit entirely 
the customary exhibition, leaving the 
officers free to choose New York if 
that seems desirable. 


Hurry up Pumping Service in 
Phenix, Georgia 
By Thomas W, Peters 
Agent, Columbus Railroad Co., Columbus, Ga. 


About nine months ago the city of 
Phenix, which is just across the river 
from Columbus, had a breakdown in 
the water works service. This was 
due to the commutator in their old 
dc. motor becoming so worn that there 
was not enough copper in it to justify 
turning it down. When this was 
called to our attention we immediately 





tried to sell them a polyphase motor 
to take its place, and the sale was 
hastened by the fact that the com- 
mutator in the de. motor gave out 
entirely. In order to keep them from 
being without water in their reservoir, 
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we had an old car motor placed so as 
to run the pump until the polyphase 
motor could be shipped from the fac- 
tory. 

Several weeks ago we were again 





notified by the city officials of Phenix 
that this time the stream at their 
pumping station had run dry and it 
was impossible for the city to get wa- 
ter either for fire or drinking purposes. 
We made an investigation of the situa- 
tion at once, and found a small stream 
about a thousand feet from their pres- 
ent station that was capable of supply- 
ing approximately 250 gallons per 
minute. This stream was immediate- 
ly dammed up and a motor-driven 
pump was brought up from our stream 
plant, and placed in position to pump 
water from this creek to their filter bed. 
This pump and all the necessary wiring 
was placed in position in less than 
twenty-four hours. In the above pic- 
ture you can see our method of 
wiring construction for the motor. 

The water was pumped from the 
motor to the filter bed through a 2 1-2 
inch fire hose and at no time during 
their trouble with the water works 
system has the city of Phenix been 
without water more than two hours. 
This has happened only due to the 
fact that the demand was greater than 
the supply. 
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Lighting Up for a Convention 





What the Central Station Part Can Be In Popular Celebrations 


By George B. Tripp, General Manager, Colorado Springs Electric Co., Colorado 


Springs, Colorado 


Colorado Springs gave up the week 
of September 19th to entertaining the 
Republican State Convention. What 
part the central station played can be 
gathered from the following quotation, 
the opening paragraphs of the story of 
the week, as printed in the Colorado 
Springs Gazette, the following Sunday: 

‘Never before in its history has Col- 
orado Springs assumed such a gala 
attire as that in which it was dressed 
last week in honor of the Republican 





buildings, including the court house, 
came in for their share of popular ap- 
proval. “{ 

“The Gazette building, with its fes- 
toons of red, white and blue lights and 
the big Gazette sign above the struc- 
ture, were particularly noticed, and 
James F. Burns, owner of the Durkee 
building, just east of The Gazette, was 
heartily praised for his public spirit in 
making this structure among the best 
decorated in town. His act is especial- 
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Night Scene in Colorado Springs During the Republican Convention 


State Convention, which was held in 
Temple Theater Tuesday and Wednes- 
day. At night the business section of 
the city was as bright as day, power- 
ful are lights, 16 at each street inter- 
section, being augmented by thousands 
upon thousands of twinkling incan- 
descents hfing in ropes and festoons 
from scores of buildings. The big 
“G. O. P.” elephant, outlined in elec- 
tric lights in front of the Antlers hotel, 
attracted perhaps the most attention 
of any single decoration, while The 
Gazette, Durkee, Exchange National 
bank, Mining Exchange and other 


ly commendable in view of the fact 
that the Durkee building is vacant 
and brings in no revenue. Mr. Burns 
even strung a rope of electric lights 
across the vacant lot between The Ga- 
zette and the Durkee buildings, which 
is owned by him. Right royally did 
all the merchants and business men 
generally respond to the appeal for 
widespread decoration, and there was 
scarcely a store or office in the down- 
town district that was not brilliantly 
lighted all week.” 

In short, electrical display was dis- 
tinctly the feature of the celebration. 
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The general decorations were in charge 
of a committee appointed by the 
Chamber of Commerce, and the suc- 
cess of this committee was admitted to 
have been largely due to the liberal 
support of The Colorado Springs 


Electric Company. 
Aside from erecting 16 500-watt arc 


The G. O. P. Sign 
lamps at street intersections, or a total 
of 96 arc lamps in the center of the 
city, the company agreed to give free 
current for all decorative lighting dur- 
ing the convention week. This offer 
was taken up very enthusiastically by 
all the merchants, with the result that 


One of the Striking Displays 


the first night of the convention the 
company was supplying current for 
about 12,000 feet of outlining, or 5000 
4-cp. lamps. 

The Antlers Hotel was the head- 
quarters of the delegates. In front of 
the building they had a G.O.P. 
elephant erected which was 20 feet 


ELECTRICITY 


December, 1910 


long and outlined with 200 8-cp. lamps. 
The effect of the outlining in the block 
made up of the Exchange National 
Bank, the Durkee Block and the Ga- 
zette Building was particularly effect- 
ive, and we expect to make the out- 
lining permanent. We believe that 
the giving of free current for decorative 
lighting was one of the best advertise- 
ments we could have secured, for we 
were able to give a practical demon- 
stration as to the effect of outlining. 
We expect to close considerable busi- 
ness of thischaracter in the near future. 
Election Returns on Electric Signs 

The bright beam of a searchlight 
has been employed for a good many 
years to flash the election returns. 
Signals are thrown far and wide from 
the top of some tall building to tell the 
story to the waiting throngs in the 
streets. 

This year, however, is probably the 
first time that the whole story has 
been told from an electric sign. The 
big “Leaders of the World” sign on 
Broadway, New York City, the chariot 
race creation described and illustrated 
in the August number of Selling 
Electricity, varied its usual program 
by flashing the election announce- 
ments on the big talking sign, between 
the regular advertiser’s copy. 

The news was caught from the bul- 
letins of the newspapers and communi- 
cated to the operator behind the sign. 


Boston Edison Builds Sectional 
Exhibition House 

The Edison Electric Illuminating 
Company of Boston has _ recently 
constructed a sectional bungalow to 
provide a practical demonstration of 
the household applications of central 
station service. The house is square, 
with a central dome effect as shown 
in the cut, and measures 34 feet on a 
side. It is built in sections so that it 
may be set up in the various suburban 
communities served by the Boston 
Edison Company and used for peri- 
odical demonstrations. The idea is 
to give a practical exhibition of a 
complete livable home, equipped 
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throughout with every electric con- 
venience and comfort. It will be 
furnished richly and in good taste. 
All freak novelties will be excluded. 
There is an ample entrance and 





salience sy 


reception hall flanked on either side 
by living room, bedroom, dining room 
and kitchen, with bathroom and 
pantry. There is a pergola in the 
front and rear, and just behind the 
house will be a modern electrically 
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equipped garage built in the same 
style of architecture. 

The bungalow will first be located 
in the town of Winchester, one of the 
prosperous suburbs to the north of 
Boston, where in the last few years 
practically every new house has been 
wired for electric service. A trained 
staff of men and women will be in 
charge and the house will be open all 
day and throughout the evening. 
Among the features of each exhibition 
will be a ‘“‘maid’s night,” when the 
various benefits of electricity and the 
care and operation of the various de- 
vices will be explained and demon- 
strated to the domestic servants of the 
community. When the bungalow has 


served its purpose in Winchester it 
will be removed to some other of the 
34 suburban cities and towns served 
by the company. 


coon DO EEAR DEAS 25, 


S 
~ 


An Appliance for the 
Hat Store 


Cc. P. GALLAGHER 


Manager New Business Department Auburn Light, Heat and Power Co., 
Auburn, N. Y. 


During a recent canvass of the 
men’s furnishing stores and retail 
hat shops, we found that they all re- 
quired some method of heating the 
stiffening in derby hats, so as to per- 
mit the shaping of the hat to fit the 
head. We have devised a tin cover 
to fit over the electric toaster or stove 
with a top made large enough to hold 
the hat. It not only makes the hat 
pliable but also reduces to a minimum 
the danger of burning the trimmings. 
This serves as an argument whereby 
the central station salesman can put 
one more gas appliance out of com- 
mission and help advertise electricity. 

The accompanying illustrations 
show the device as it appears. In the 
lower picture the cover is seen in place 
over the toaster. The simplicity of the 
affair is apparent in the upper view. 








The Commercial Manager 


By Harry N. McConnell, Commercial Manager Susquehanna Railway & Light Company, 
New York City 


The whole success or failure of a 
commercial department falls upon the 
commercial manager. He has no right 
to blame either his superiors or his 
subordinates for any shortcomings in 
his department. The successful com- 
mercial manager takes the responsi- 
bility on his own shoulders. He lives 
up to the expectations of his superiors 
and makes his salesmen live up to his 
own expectations—otherwise the axe. 

What do his superiors expect? They 


Harry N. McConnell 


expect him to know his department as 
he knows the multiplication table. 
They expect him to know what it cost 
last year—and this. They expect him 
to know what it earned, how much 
business was profitable, which was the 
most profitable, why it was profitable 
—last year and this. They expect 
him to know where every penny spent 
has gone, and why. They expect 
him to prove a profit on his expenses. 
They expect him to know the sum of 
promotion expense, of demonstration 
cost, of salesmen’s pay, and the return 
on each. 

They expect him to know the income 
and expense on appliance sales, the 
earnings from appliances, the effect of 
appliances on the load. They expect 
him to keep in touch with the manager, 


—closely enough to know just what 
the manager is doing in regard to his 
department. They expect him to put 
the welfare of the company above all 
else. They expect him to increase 
profits regardless of increase in busi- 
ness. 

At a recent convention, I got to 
talking with a westerner who asked 
me about a well-known commercial 
man. He then put in his word of 
praise, and I did, too. ‘But,’ I said, 
“that man hasn’t added a single kilo- 
watt to the load of his station this 
year.” My companion stood aghast. 
But it was true. This man went into 
a town where the rates were wrong. 
Some paid too much, some too little. 
He spent a whole year untangling the 
rate system and making the public 
feel good about it. At the end of that 
time the company’s net income was 
increased 15 per cent without a particle 
of expense for new construction or in- 
creased capacity. 

You may say that this is not the 
commercial manager’s work, that he 
is to see to securing new business and 
not monkey with the rate. You are 
wrong. The commercial manager’s 
business is to get profits. Whatever 
concerns earning profits concerns the 
commercial manager. There is a great 
difference between being a commercial 
manager and a new business manager. 
The latter looks for volume of sales. 
The former looks, not for volume, but 
for profit. 

Which are you? Do you get busi- 
ness that pays or are you carried away 
by some showy scheme for catching 
the public’s eye without getting the 
public’s dollar? Are you sure you are 
the commercial man—the man who 
looks business square in the face and 
doesn’t bother about loose ends be- 
cause there are no loose ends? Are 
you sure you are after profits and not 
after showy sales? 

The man who spent a year adjusting 
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rates is ready to get new business next 
year that will pay. Under the old 
system he could never have made 
that showing in dollars and cents 
which counts. He probably could 
have increased business, but now he 
can increase profits. What do you 
think his showing will be next year 
if he was able to increase profits 15 
per cent last year without taking on 
new business? 

And salesmen should be taught the 
same. They must look to the inter- 
ests of the company. They are the 
living representatives of the company, 
and each salesman stands for the com- 
pany within his own circle. He must 
stand for the company’s liberality, for 
its dignity, for its breadth of view, for 
its justice. He is the outermost 
breastwork in the company’s defense 
against accusations of unfairness and 
greed, and he needs careful attention 
from the company on that account. 
His diplomacy will be the diplomacy 
of his superiors, his success will be 
measured by the success of the com- 
pany, and the company in turn is 
measured by the men who make it up. 

“The People’s Electrical Page” 

It is reported that ““The People’s 
Electrical Page,’ which is being pub- 
lished through the co-operation of the 
various electrical interests in Cleve- 
land, Ohio, is accomplishing an edu- 
cational work that is producing con- 
crete results. This page consists of 
about four three-quarter columns of 
reading matter and numerous small 
ads. of manufacturers, contractors, 
supply houses, the central station and 
the telephone company. 

All the reading matter is designed 
to interest the popular readers in the 
part electricity does or should play in 
their lives. As an illustration, one 
issue of recent date contains items 
under the following heads: ‘Elec- 
tricity,” “A Day Without Electricity,” 
“Use Electric Irons as Little Cook 
Stoves,” “Caring for the Electric 
Motor,” “How to Read an Electric 
Meter,” “Why Should You Fear 
Electricity?” “House Cleaning by 
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Electricity,’ “‘Whence Comes the 
Heat?” There are thirteen small ad- 
vertisements, all bearing on the same 
general subject of electric service. 


“Electricity on the Farm’”’ 
Shown at County Fair 
By George R. Jones 


Purchasing Agent North Shore Electric Co., 
Chicago, Ill. 


The Annual County Fair at Liberty- 
ville, Illinois, offered this year a new 
attraction. The announcements sent 
out in advance by the fair management 
informed the farming element of 
Lake County that a practical demon- 
stration of ‘Electricity on the Farm”’ 





he 


would be conducted by the North 
Shore Electric Company, whose serv- 
ice was new to a large section of the 
county. The amount of interest 
which was evinced, even before the 
opening, was gratifying, our exhibit 
being the talk of the community for 
some three weeks prior to September 
6th, the opening day. 

In front of our two tents hung a 
large sign, “‘Electric Service.” ‘““The 
Power Tent” measured about 50 feet 
by 30 feet and showed in front a deep 
well pump operated by a 2-hp. single 
phase motor, the pump having a ca- 
pacity of from 1800 to 3000 gallons per 
minute. This, as well as other appa- 
ratus shown, was in constant operation 
during the four days of the fair. On 
one side of the same tent a churn, a 
grindstone, a feed grinder and a corn 
sheller were run from shafting by a 
3-hp. motor. The power tent also 
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contained a washing machine, a large 
vacuum cleaner, a milk separator and 
a horse clipping machine, each operated 
by small motors. To our visitors in 
this tent we handed out 1000 copies of 
the local paper describing our exhibit. 
Behind the power tent was placed 
another tent measuring about 20 feet 
by 30 feet in which we displayed all 








kinds of household conveniences, in- 
cluding a sewing machine run by 
motor power, an automobile pump, 
several small portable vacuum clean- 
ers, a line of decorative lamps and 
full complement of heating and small 
cooking devices. 
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Our salesmen were kept busy answer- 
ing numerous inquiries relative to 
our service and a number of sales were 
made on the ground. During three 
of the four days of the fair, the visitors 
to our exhibit numbered in the thous- 
ands. 

The Electric Service exhibit was 
a distinct success from the point 





of view of the company as it gave a 
very large percentage of the people of 
the county their first introduction to 
electric convenience in actual opera- 
tion, while it demonstrated that an 
electrical display is an acceptable 
drawing card for the county fair. 


Popularizing Electricity in the South 


By Frank Hammond, Jr., Contract Agent Birmingham Railway Light & Power Co., 
Birmingham, Ala. 


The Birmingham Railway, Light & 
Power Company decided about eight- 
een months ago to start a campaign on 
popularizing electricity along its lines 
and has so far succeeded to a very 
satisfactory degree, for the policy of 
this company is to secure for its cus- 
tomers the best prices consistent with 
highest efficiency. In addition to our 
regular electric solicitors we carry a 
special corps to work up interest in the 
many devices which are becoming so 
familiar in the electrical field. To 
these solicitors is paid a nominal salary 
with commissions on electric flatirons 
of 50 cents per iron and on other de- 
vices at 10 per cent of selling price. 
All appliances are sold near cost. 

We are now selling the 6-lb. flatiron 
at $3.00, on monthly payments with 


one week free trial, and we have fig- 
ured that 96 per cent remain in service. 
Since the inauguration of this cam- 
paign we have placed on our line 3000 
electric irons and are now selling them 
at the rate of over 400 per month. 
Estimating the average income of each 
iron at $10.00 per annum, a figure 
which I believe to be conservative, we 
feel more than satisfied with the size of 
our advertising and soliciting account. 

Our recent efforts on electric sewing 
machine motors have been very en- 
couraging, the same plan being used as 
on the irons. One of our solicitors 
recently remarked that if he could get 
two sewing machine motors in each 
block in the city of Birmingham, the 
balance of his sales would be easy, and 
just here I might say that is one of the 











advantages of our Southland. The 
congeniality among its people is a great 
advantage to the central station, for if 
one lady has a sewing machine motor, 
it is not long before her neighbors and 
friends have purchased also. Many of 
our people are unfamiliar with the 
modern conveniences that could easily 
be had and enjoyed, solely through the 
lack of interest shown by the central 
stations. 

Electric sign and street lighting are 
among the most interesting features 
to all concerned because it affects the 











Civic Sign Presented by the Central Station 
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Night View of Main Street, Birmingham, Ala. 


merchants, buyers, visitors, traveling 
men, and gives to the city a live, wide- 
awake appearance. We have numer- 
ous blocks illuminated with arcades of 
small incandescent lamps. These 
arches are constructed, maintained 
and lighted by the Birmingham Rail- 
way, Light and Power Company, the 
total cost being pro rated among the 
merchants and property owners, into 
monthly payments. 

The electric signs at all times present 
a splendid display as the lighting and 
maintenance for same is controlled by 
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the electric company, who buys the 
sign for the customer, erecting and 
maintaining it, with total cost spread 
over a period of 36 months, without 
interest, plus current on a flat rate, 
which rate is figured on the number of 
lamps installed. We feel that the 
number of electric signs is greatly due 
to the progressiveness of our merchants 
and the liberal proposition of the elec- 
tric company. 

One of our handsome seven-story 
buildings, erected by the Chamber of 
Commerce for its home, is brilliantly 
adorned with an electric display with 
the words “Trade in Birmingham” 
flashing above the tops of our many 
business houses. This sign was do- 
nated to the Chamber of Commerce 
by the Birmingham Railway Light & 
Power Company and constructed by 
the Greenwood Advertising Company, 
Knoxville, Tenn. 

All of this we feel is only the begin- 
ning of the prosperous development of 
this great “Iron Center of the South.” 
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More Census Figures 

The remarkable growth of the elec- 
tric light and power industry in the 
United States from 1902 to 1907, 
inclusive, is revealed in statistics com- 
piled by the Bureau of the Census 
just issued. 

The cost and equipment of central 
power stations throughout the country 
in 1907 represented $1,096,913,622, or 
double that of 1902. In that time 
the horse-power capacity more than 
doubled—4,032,365 against 1,830,594, 
—while the output of stations in 1907 
was 5,862,276,737 kilowatt hours, 
against 2,507,051,115 in 1902. 

The number of incandescent lamps 
in use in 1907 was 45,991,336, as com- 
pared with 19,636,729 in 1902, and of 
are lamps, 635,815, against 415,561. 
The incandescent lamp has largely 
superseded the arc lamp for street- 
lighting purposes. A comparison of 
the number of reports received from 
stations in 1907 with the number in 
1902, shows an increase of 53.6. 
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Using a Check Meter in 


Aw 
& 


Settling Complaints 


: H. M. BEAL 
Power Department, The Empire District Electric Co., Joplin, Mo. 


J 


Every central station has more or less difficulty in settling complaints from 


customers who think they are not using all the current charged for. Somé of 
these can be satisfied by checking their meters and consumption in the usual 
way, but others are much harder to please. In some cases where I have used 
check meters, both meters would show a much smaller consumption during the 
time the check meter was used and then increase afterward. This in most 
cases is caused by the extra care exercised by the consumer and his employees 
while he knows he is being watched. 

In a number of instances I have installed a check meter in a weatherproof 
case and hung it on a pole out of sight of the customer’s building, or if it could 
not be hung out of sight I would have the work done after dark, so the consumer 
would not suspect that his consumption was being checked, and while connect- 
ing the service wires to the meter we would use jumpers so as not to cut off the 
service, even for an instant. The instrument was the regular watt hour meter 
of the size required by the installation. By taking frequent readings of the 
dials, and the disc with a stop watch, I was enabled not only to check the con- 
sumer’s meter but to determine the consumption at various hours and often 
locate causes that the consumer knew nothing of. In most cases this method 
brings better results than installing the check meter when the customer knows 
it, and will often be found useful in detecting current thieves. 
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Electric Sigrs Number 


Supplement to “SELLING ELECTRICITY” 


j December 1910 


| ECEMBER is the month when | 
every sign is burning, and 


every man who has no sign 
is sorry. And that is the time he 
is most susceptible. 


Electrical Progress next month 
will talk signs from every angle, big 
signs and little signa; with plenty of 
half tone cuts and “‘reasons why.” — 


Turn the page. 


Published by 


THE RAE COMPANY’ 


‘74 Cortlandt Street, New York 
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LITTLE 16 PAGE MAGAZINE published as a part of 
SELLING ELECTRICITY—but it is different... It is written 
both for the eyes of the central-station salesman and for his 
customer and prospect. Each month” Electrical Progress 
concentrates on one single ¢lass of central station service and 
advances the strongest arguments obtamable m its. favor. 
It sets forth the facts, the figures and the photographs with 
all the logic and persuasion ‘that can be employed to arouse 
st, create the desire; and produce the sales 
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Chere aré two objectives: 
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lay this “paper salesmanship’ before the man who sells. the juice, becanse 


me new ideas, side lights on the problem that he hasn’t ‘seen. 


‘ 
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le the central station with some brand new red-blooded, right-to-the- 
tising matter which may be distributed among prospects at -smiall 
trical Progress Idok like litthe imdependent magazines and are 

They leave an indelible impression on the mind. of ‘the 
salesman calls his arguments will have a cumulative value that 


han‘several ““missionary  visrts: 4 
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Electrical. Progress appears for the third time in. this’ issue .of 
SELLING ELECTRICITY—A Christmas Gift number: 
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August there was an Electriea!’ Vehicle Number and 24,910 re- 
were distributed by Central Stations among their vehicle prospects. 
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her there was a Residence Lighting Number and the same 
ns and more sent out 28,450: 


out’ 15,000 reprints of the Christmas Gift Number were ordered 
written, for every lighting company this year is eager for'a 
he Christmas trade: 
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NEXT: Month there will be an Electric Sign Number just at. the 

time and with just the right stuff in it, 

There will be an article entitled *“Marking Your Loecation,”’ and 
‘ther on “The Value of the Flasher.” There will be some interesting 
criptions of novelties in electric sign advertising, anda forceful. argu- 

t in defence of the dignity of electric sign advertising for banks, 

hurches, etc.; also a talk on. the value;of big signs on factories.: In 
short, it will be the last word on sighs, with all-kinds of photographs, 
and just the. sort of strong talk that is worth the most fo you in ‘the 
hands of your sign prospects. 
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Study this Christmas Gift Number-—- How many can you use? 


a 
NS 


: I Le ‘ ns + P 
‘ Think over the Electric Sign Number. “Tt will be ready on 
2 December Ist 


j Reprints of Electrical Progress cost’ $5:00 for 100; $10.00 for 250; 
' $15.00 for 500; $25.00 for 1000. 
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* A Night Scene in Scranton, Pa. 


Published by 


THE RAE COMPANY 


74 Cortlandt St., New York 
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Plain Groove Letter Sign 


Name and Business in Electric 


Not expensive and very 


effective. Any merchant 
can afford a simple electric 


sign like this. 


Raised Block Letter Sign 


With Fancy Lettered Panel 


A popular sign when a 
great many words are 
necessary on a sign. Re- 
flected light from electric 
letters illuminates the 
painted letters. 


Something Different 
A Lobster Buffet Sign 

Where competition is 
keen it is necessary to use 
novel means to attract 
attention. An electric sign 
of original design will 
bring results. 


A Combination Sign 
Name, Business and Attraction 
We make all kinds of 
electric signs, large and 
small. Large electrical 
displays our specialty. 


Free Designs and Estimates 


THE A & W ELECTRIC SIGN CO. 
Cleveland, Ohio 
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Selling the Goods by Sign 


What the Sign Can Accomplish That the Man Cannot 


Up in Montpelier, Vermont, there is 
a small sign over a store front, which 
reads simply: “F. M. Morse—Coal 
Man.” At first glance it sounds a 
bit foolish and undignified, doesn’t it? 
But every week it is selling tons of 
coal, simply because it’s “different,” 
because it tells its whole story and 


F.W.MORSE 


in their minds with the word coal, and 
they remember “F. W. Morse—the 
Coal Man,” because he has burned 
his suggestion—his identity—into the 
public mind with letters of fire. 

A good many merchants believe 
that an aggressive electric sign is un- 
necessary in their particular cases, 


COAL MAN | 





One of the Best Salesmen 


because it talks to the people every 
night in the year when the day's work 
is done and they are most open to 
suggestion. Not that people buy 
their coal in the leisure hours of the 
evening, because they don’t; but later 
on when the bottom of the coal bin 
stares them in the face, they say, 
“Let me see, who do we buy coal from? 
Why, Morse the Coal Man.” 

There is nothing showy about coal. 
It doesn’t make much of a window 
display, and people don’t purchase it 
here and there as they do shoes. But 
the first time they buy, they order 
from the man whose name is coupled 


in Montpelier, Vt 


because they are well known in the 
community and hold their trade 
through good service and the quality 
of their offering—but what of the 
newcomer’s trade? Who gets that? 
The census returns which are grad- 
ually filtering out of the big building 
in Washington show steady and uni- 
versal growth in) population—more 
men and women in almost every city 
in the land. In the aggregate they 
number into the millions. Who gets 
their business ? They are newcomers 
in the town, without prejudice or 
preference, susceptible to the most 
favorable impression. 





A Wilkesbarre Sign and a Good Example of Individuality and Sign Character 


Three 








Then there is the floating population These sign photographs are all 

transients—not travelling salesmen — striking examples of how individual 
alone, but business men on various and suggestive the electric sign may 
be made—be it the small or large. 
Consider the salary of the average 
clerk, and the number of possible cus- 
tomers he can talk to in a month. 
Compare it with the circulation of a 
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Another Denver Sign that is Dignified and Different 


strong, impressive” sign—how many 

people pass up and down the street 

within sight-—-how many times these 

people are subconsciously invited to 

inspect and buy! Which costs the 

ws What this Sign Means. It is Making most? Which is worth the most? 

Sales: Day ant TUgnt ie akan, Meee What is it worth to any merchant to 

errands: men, women and children on have more possible purchasers drawn 
vacations: and everyone buys as he 
goes. There are few towns without 
ten trains a day, and each one brings 
its share-—-think what this means in 
those small purchases in which every 
merchant finds his largest margin of 
profit! Then there are the home 
people who go out seeking some article 
in a hurry and ready to buy at the 
handiest place. The suggestion from 
a bright sign turns the trick. It has 
happened to everyone of us a hundred 

times. 


\ Rochester Shoe Sign with Flashing Effect. It starts 
vou thinking a block away 


into the store so that the high-priced 
clerk can close the sale? 

Walk out tonight and test it. Wheth- 
er you buy or not, see how many 
little purchases are suggested by the 
signs and windows in the shopping 

Suggestive Sign on a Denver Bank district. 
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Shall the Sign Flash? 


WhyIt is Better Advertisingand More Economical 


The eye jumps to motion. When 
a rabbit hops up on the side of the 
road and dashes across to the bushes, 
you see him instantly. When a spider 
starts across the floor your eye picks 
him up at once, though he stood un- 
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This Sign Sells Soda in Knoxville. What a Temptation 
on a Hot Night! 


noticed by the wall for a half hour. 
When vou walk down the street, it’s 
the window where there 
is action that grabs vour 
attention as you go by. 
That’s why the sign 
that moves is a sure 
investment. 

Just as the steady 
burning ~~ electric | sign 
works longer and faster 
than the painter’s crea- 
tion, the sign that flashes 
goes one step further. 
It is an advance agent, 
it reaches out and beck- 
ons. It catches the eve, 
not once but again and 
again. The first glance 
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is fleeting, and vou instinctively wait 
and watch for a good look—to see how 
it works. The instinct of curiosity is 
in us all. 





\ Cincinnati Sign that the Eye cannot Evade. The Light- 
ning Flashes and you get the Message 

There are two classes of flashing 
effects: those that merely draw the 
eye and leave the sign proper to make 
the impression, and those where the 
motion itself tells the story. In 
Springfield, Mass., for instance, there 
is a verticle sign reading “Garage” in 
plain block letters; but there is a bor- 
der of lights which operate on a flash- 
er, giving a double “chaser” effect, 
two little gobs of light that appear to 
chase each other around and around 
the sign. The flasher is adjusted so 
that one bright spot travels just a 
trifle faster than the other and period- 
ically overtakes and passes it. Every- 
body who sees the sign stops to watch 
the little bright spots race. Here the 
flasher draws the eve to the word 
“Garage.” 

The signs where the soda pours 
down from the faucet into the glass, 
or where the hand pours dimes into 
the bank, or where the gun shoots 





In Rockford, Tl Everybody Knows this Waving Ostric! 


Plume. It’s Different 





bullets at the target drives home the 
impression at the first glance. It hits 
you in the same spot, but a little 
quicker and a little harder. The big 
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The Coins Drop from the Hand into the Bank. It sets 
von Thinking and Opens many Accounts in Denver 


Broadway displays can do no more 
with the individual than the small 
sign in the village if it catches the eye 
and prints the message in the mind. 
The bigger sign, the more elaborate 
display, simply means wider circula- 
tion and a longer reach. 

A great many merchants do not 
consider the use of a flasher, because 
it increases the first cost of the sign. 
They overlook the fact that the most 
important point of cost is the monthly 
current bill and the most important 
point of all, the eve-catching power of 
the display. In any flashing sign, a 
large number of lamps must be out a 
vreat part of the time, in figuring 
the comparative cost, therefore, make 
your calculation on the basis of lamp- 
















hours of burning, rather than the num- 
ber of lamps installed. 

The man who buys a sign should 
decide how much he can afford to pay 
each month for current, and then buy 
the biggest flashing effect he can oper- 
ate within the figures. The value of 
your sign is in its power to compel 
attention. 


The Factory Sign 
How It Impresses the Man on the Train 


The normal man has little use for 
abstract names or figures. We want 
a mental picture of what it all means. 





Day and Night View of the New Brunswick, Sign 


You may have heard the name John- 
son & Johnson all your life and know 
that it stands for absorbent cotton 
and surgical supplies, but until you 
ride down the Pennsylvania Railroad 
over the Raritan River and into New 
Brunswick, the name calls up nothing 
but the image of the red cross label. 





You see this from the P. R. R. Train 
in New Brunswick, N. J. 
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PORTL 
CAPACITY 7.000.000 


When you see a blaze of light, how- 
ever, and read the big sign standing 
out against the night, the firm name 
has taken on a positive identity, and 
the picture lives in your brain to be 
recalled by the slightest suggestion. 

We all like to know where things 
come from. We may buy Portland 
cement invariably, but once we look 
out into the dark and see the sign on 





Here we have the Name and the Town. Strong Advertising 


the factory where it is all made, it 
gives a new and personal interest that 
makes the tie stronger. It is precisely 
the same mental reflex that makes vou 
read some little newspaper item about 
an aviator or a senator or a million- 
aire whom vou have seen or met, and 
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\ Rochester Factory Sign 


pass over another item about another 
man of like importance but who is 
only a name to you. 

Manufacturers spend fortunes ad- 
vertising their product in magazines, 
circulars, catalogues and on signs in 
biz cities, and yet not one of these 
mediums makes the personal, man-to- 
man impression that comes from a good 
square look at “‘the place where it is 
made’’——be that look however fleet- 
ing. A sign on the factory, one that 


This Sign Greets you like an Old Friend from two railroads 
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can be read from railroad, river or any 
other avenue of traffic, will make that 
impression on the brain behind every 
pair of eyes that passes. 

We don’t write a man on important 
business when we can talk face to face. 
It has the same reason behind it. 
Give the possible purchaser something 
tangible to tie vour name to. 


Electrical Advertising 


The Merchant Who Uses An Electrical Sign Gets 
Two Profits From One Investment 


A single electric sign in New York 
cost over $40,000.00—which is a good 
sized fortune. 

“What justifies such an expendi- 
ture?” vou ask. 

Advertising. 

A page in a country daily costs 
$40.00 and sells $400.00) worth of 
goods. A page in a standard monthly 
costs $400.00 and sells $4,000.00 worth 
of goods. A page in the Saturday 





\ Famous Denver Sign. Nobody in the city forgets it 











Krening Post costs $4,000.00 and sells 
$40,000.00 worth of goods. This sign 
on Broadway cost $40,000.00 and the 


Phis Sign Talks Insurance to Millions in New York Harbo* 


goods it sells amount to close to half a 
million. Sometimes a poor advertise- 
ment fails; sometimes a good one brings 
double returns; but the average holds 

and advertising grows greater each 
vear. 


Klectric advertising is as safe and 
sure as any that can be used—safer, 
indeed, because in most cases the elec- 


tric sign serves a double purpose, that 
of selling goods and of marking a lo- 
cation. 

To do effective electric advertising 
need not cost much, but the invest- 
ment should be in proportion to the 
“circulation.”” A sign that is within 
sight of large numbers of people should 
be impressive; one that catches the 
eye of comparatively few may be 
small. In any case, the idea that the 
sign is an advertisement should be kept 
always in mind. 

A most effective use of electric ad- 
vertising has been made by real estate 
men. In one case, a row of new stores 
was advertised — electrically. The 
stores fronted a well-traveled car line 
and the electric ad. caught the eve of 
every night passenger. 

It was cheap advertising because 
hundreds of possible renters saw not 
only the ad., but they saw the actual 
goods which the real estate man 
offered, 

Of course, big national ads. are fa- 
miliar to us all. The Prudential, 
Budweiser, Keen Kutter, Brighton 
Garters, Helmar Cigarettes, Huyler’s 
Chocolates, Regal Shoes—all are elec- 
trically advertised. But the best use 
of the electrical sign is its employment 
for local advertising. 

The merchant who puts on_ his 
store an electric sign that is also 
an advertisement is getting two profits 
from one investment. 


STORE TO LET 


A Real Estate Man’s Sign in Brooklyn. *JIt rented“the store 
(Eight 
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The Dignified Electric Sign 


Growing Use by Churches and Banks is 
Proof Enough 


Because the saloons and the brew- 
eries were the first extensive users of 
electric signs and outlining display, a 
great many merchants have conceived 
a prejudice against electric advertis- 
ing, because they feel that it lacks 
dignity. But the cafe is usually re- 
splendent in windows and_ mirrors. 
Does that fact impeach the character 
of plate glass? 

The church and the bank may cer- 
tainly be looked to for example in dig- 
nified deportment. What is the sig- 
nificance of the steadily increasing 
number of electric signs to be found 
today on the most stately of churches 
and the most conservative of banks? 
Modern stone and marble structures 
that represent the most carefully 
studied product of the architect are 
equipped with harmonious electric 
displays that broaden their influence 
and without the slightest incongruity. 
The blazing cross on the summit of the 
church spire, or the word “Come” 
high up on the belfry does not offend 
the most straight-laced churchman. 
The name of the bank shining out over 
the evening streets is simply an exten- 
sion of that invitation to the public 
and that courtesy to customers seek- 
ing the institution, which is freely 
offered within by officers and clerks 
alike. 

Naturally, the man who owns a 
handsome building guards it jealously, 
but there is no reason why he should 
curb his influence on the buying public 
for fear of an offending sign. He 


A Dignified Sign in Washington, D. C. 





must select it to his taste as he picks 


out a piece of goods for an overcoat, 


and he will find the suggestions of the 
sign manufacturer as helpful as those 





Where can you find more impressive advertising than on 
this Dayton, Ohio, Church? 


of the tailor. There is no reason why he 
should choose Scotch plaid for his coat. 


CITY NATIONAL BANK 





A Sign that was erected in Canton, Ohio, during the Panic of 1907 
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INDIVIDUALITY IN SIGNS 


Your business hasa certain 








style and tone that makes it 








differ from any other business. 





You show this in your printed 
advertising. It’s just as im- 
portant in your electric ad- 
vertising. The high quality 
and workmanship on any 
Federal All Steel Electric 
Sign makes it a distinctive 
feature on any store front. 
A special design will clearly 
identify your place of busi- 





ness in the minds of the public. 





The combination of superior Federal 
construction with a unique and dis- 
tinctive design, produces a sign that 





gives your location increased promi- 
nence and prestige. 


We design and make everything in 


special signs. | Let us work out your 
ideas or submit original sketches. 


Write to the nearest Branch Office. 


Federal Sign System 


(ELECTRIC) 
NEW YORK CHICAGO PHILADELPHIA BUFFALO 
PITTSBURG CINCINNATI NEW ORLEANS 
LOUISVILLE HARRISBURG, PA. COLUMBUS, O. 
DETROIT KANSAS CITY OKLAHOMA CITY 
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The Sign as a Civic Aid 


The Influence of Electric Advertising on the 


Community 


The city with many electric signs is 
known as a “‘live town.” 

Every merchant realizes what this 
means. To the church folk, the title 
“live town” may suggest a place where 
vice is ascendant, but the clear-sighted 
man of business knows better. It 
means a town or city where people are 
abroad in the streets after dark 
studying the window displays, pa- 
tronizing places of amusement, visit- 
ing and chatting at the soda fountain 
or the cigar store, seeking relaxation 
from the day’s work. 

In places where folk go to bed with 
the chickens, the dry-goods merchant, 
the clothier, the milliner and the 
haberdasher do a dull business, for 
nobody cares to dress well unless they 
can “show off” their clothes. But in 
cities and towns where the lure of the 


» — 
4 
' 
Graves ¢ mace 
Swaar CLorwrs 


meee 
Oe Awe neg 


Winter Night Scene 
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in Billings, Mont. 


lights brings people down town after 
dark, trade of all sorts is brisk, people 
learn to spend more freely and the 
needs of the community are increased. 

New York’s “Great White Way” is 
not the only bright street—even 
though it is the one most talked about. 
Smaller cities like Dayton, Madison, 
Scranton, Denver, all have similar 
streets, and all serve the same good 
end. Even little towns are falling in 
line and proving the value of sign light- 
ing as a business stimulant. 

The city that is bright with light is 
safer, cleaner, more free from vice. 
Its people are happier, more progress- 
ive and more prosperous. So every 
electric sign that is added helps not 
only the merchant who erects it but 
the street upon which it is erected and 
the city also. It not only advertises 
the man whose name it bears, but it 
increases property values and helps 
to win for the city the name, “A Live 
Town.” 
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The Main Street in Dayton, Ohio. An Example of a Live Town 
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OUR 


ILLUMINATING ENGINEERING DEPARTMENT 


AT YOUR SERVICE 


WITHOUT CHARGE 


WILL FURNISH 


PLANS AND SPECIFICATIONS 


FOR THE 


SCIENTIFIC ILLUMINATION 


OF YOUR 


STORE, OFFICE or BUILDING 


SHOWING 


SCIENTIFIC LIGHTING UNITS 
SCIENTIFICALLY DISTRIBUTED 


PRELIMINARY SPECIFICATION BLANKS FURNISHED 
UPON APPLICATION 

















Mazdalier Lighting Units 


are shipped, folded, wired and 
assembled, ready to be attached 
to your ceiling, with cost of in- 
stallation reduced to a minimum. 


The units being made in a 
varying number of lights, and with 
any required lengths and spreads, 
Po are immediately adaptable for all 
cases of commercial installation. 


THE -TUNGSTOLIER COMPANY 


CONNEAUT, O. 


NEW YORK DALLAS TORONTO 
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SIGNS ™ ve CHARACTER 


The progressive merchant wants a sign with a character and indi- 
, . . , 
viduality—he doesn’t want a “stock” sign like everybody's else. 


VALENTINE SIGNS 


are distinctive, unique, “different.” The merchant who erects one on 
his store front has something to be proud of. 





VALENTINE 
SIGNS 


embody every desirable 


VALENTINE 
SIGNS 


have Advertising Value. 


feature—clever and art- They not only mark the 


istic design; sturdy, long- locality of the store but 


lived construction; best they attract new custo- 


material, honest work- mers, make more sales, 


manship, fair price. increase the profits. 





The above are a few examples of Valentine Store Signs. On the 
next pages you will see examples of our big Roof Signs—some of the 
largest and most famous Electric Signs in the world. 


VALENTINE ELECTRIC SIGN CO. 


**Makes All Kinds’’ 
Atlantic City, New Jersey 
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VALENTINE SIGNS], 


MOERLEIN Sold through co-operation with Boston Edison Co., Boston, Mass 
Sign 48 ft. x 64 ft. in size—-pouring bottle effect—duplicate of this in Philadelphia and 
\tlantic City. 1600 tungsten lamps 
BUDWEISER <° View taken during erection on their branch at Norfolk, Va. Sign 146 ft. x 72 ft. in size. 
2000 lamps 
ALAGA SYRUP Sold through co-operation of Montgomery Light & Water Power Co., Montgomery, Ala. 
Sign 30 ft. x 40 ft. in size. 1000 lamps. 








VALENTINE ELECTRIC SIGN CO. 
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ARE WORLD FAMOUS 
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KEEN KUTTER 
MONTICELLO 
BRIG HTON G ARTER > On Boardwalk, Atlantic City, N J. Sign 48 ft. x 60 ft. in size. 1000 lamps 


‘O. ATLANTIC CITY, 











a 
* 
Sold through co-operation with Potomac Electric Power Co., \Washington, 1.¢ 
Sign 64 ft. x 60 ft. in size—duplicate of this in Atlantic City 1100 lamy 
Sold through co-operation witl Ni irragansett Lighting Co., l’rovidence, R. I 


ign 42 ft. "e 45 ft in size. 1000 lamps. 


Sold through the c ee of the Syracuse Ligh ting Ce tt dor , 
Sign 30 ft. x 40 ft. in size- ving coat effect on da ng t I f n. 700 


NEW J ERSEY—! 
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Striking Facts Regard- 
G-E Mazda Sign Lamps 


Remarkable efficiency of 1% watts pet 
candle 

Four candle-power on 5 watts 

Req u ire oe less energy than carbon 
lamp 

Excellent average life of 2000 hours 

Candle-power remains practically con 
stant throughout life of lamp 

Thick and sturdy filaments of metallic 
tungsten 

Proper illumination of letter insured 
by V-shaped filament 

Brilliant white light, giving 
and distinction 


character 
to the sign. 


‘ 


5-watt, C.p., G-E 
Mazda Sige rl amp, 


“5 size. 





Every Merchant Can Now Afford An Electric Sign 


Well-known national advertisers realize the great 
attention-compelling value of the lighted _ sign. 
Witness New York’s famous Great White Way 
ablaze with brilliant signs. | Everywhere astute 
merchants are now using more or less elaborate 
electric signs. This rapidly growing popularity is 
proof conclusive that this after-dark publicity pays 


big dividends. 


Sign Lighting at ', its Former Cost 
4 


Cost is the only consideration that has prevented 
more merchants from profiting by this effective 
method of advertising. G-E MAZDA Sign Lamps 
sweep away this sole remaining objection by re- 
ducing the cost 75% over that with the old carbon 
flament sign lamps. Sign lighting, at 14 of its 
former monthly cost, is now open to even the 
smallest merchant. 


Begin Now 
Consult now with your lighting company or dealer. 
If you cannot get G-E MAZDA Sign Lamps 
locally, write us. An attractive booklet, “G-E 
MAZDA Sign Lamps,” containing valuable in- 
formation about sign lamps, wiring methods, size of 
wire and number of lamps required, average 
monthly costs, number of hours a sign can be 
burned at ten cents, renewal costs, etc., etc., will 
be forwarded upon request. To what address 


shall we send Bulletin No. 4758? 


General Electric Company 
Schenectady, N. Y. 


2868 
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Five Million Opportunities 





Some Figures That Should Awaken the Central Station Industry to the Need of 
Progressive Commercialism 


There have recently been conducted 
several investigations covering the 
relative proportion of houses in the 
United States that are wired and those 
not wired. The figures which have 
resulted from these investigations are 
not only startling in themselves, but 
they indicate in a manner which even 
the indifferent man must realize, the 
vast amount of work yet to be done 
along the lines of central station devel- 
opment, and the pitiful insignificance 
of the work so far accomplished. 

Taking the latest available census 
reports as a basis, it is estimated that 
there are 8,500,000 houses in the 
United States. Of course, many of 
these houses are in country districts, 
and a considerable number are too 
small or too poor to be considered as 
possible prospects for electric service, 
but if we deduct one-third—or 2,834,- 
000 as of this class, we still have 5,666,- 
000 which should today be using elec- 
tricity. So far as can be determined, 
however, scarcely 700,000 houses in 
this country are wired—iess than one- 
eighth of the whole number available 
so that we have a figure of approxi- 
mately 5,000,000 as representing the 
number of prospective residences and 
other buildings that are not even 
equipped to take service. 

Five million opportunities! 

Does that figure interest you? 
Does it not seem as though, out of all 
that huge agglomeration of buildings, 
a goodly number ought to be equipped 
for service by your company? Today, 
according to the figures, you have 
connected but 14 per cent of the 
available number of buildings. Are 
you content to see 86 per cent divided 
between the gas company and Stand- 
ard Oil? 

Figures are of value for only one 
purpose—to give visual effect to other- 
wise intangible facts. It is impossible 
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to imagine what five million houses 
amount to, yet when you bring the 
figures home—when you take your 
entire customer list and realize that it 
represents only one house in every 
seven of your possible list, you get a 
clearer notion of the opportunity that 
awaits your action. 

“But,” say you, “we're working 
along conservatively, getting a few 
of these houses every year. We'll 
have ’em all in time.” 

Assuredly. But at the present rate 
of progress, it will not be in your time. 
And anyway, what good excuse can 


‘you advance for your “conservatism” 


and slow progress? Why should a 
central station be content with 14 per 
cent of its rightful business? Why 
should any man be satisfied with 14 
per cent of his legitimate profits. 
Not that any lighting company can 
hope to win and hold 100 per cent of 
the available business, but surely 75 
per cent is not too great an ambition. 
If one bank had a monopoly in a city, 
would it be content with 14 per cent 
of the possible deposits? If a_ gro- 
cer could monopolize the food supply, 
would he “sit tight’ and let 86 per 
cent of the people import their gro- 
ceries? 

The sad fact is that, despite the 
wonderful progress which the central 
station indusiry has made during the 
past twenty years, the real market 
has searcely been touched, and ag- 
gressive, result-bringing methods of 
developing the market are either un- 
known or are looked upon with a 
suspicion akin to that with which the 
first Wright biplane was regarded. 
The conservatives seem to say, “We 
will take only so many new customers 
per year,” and they adopt measures 
which effectually discourage a greater 
number from coming to them. Of 
course they do this unconsciously, 
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but the effect is there just the same. 

If proof were wanted, look to the 
per capita earnings of the average 
central station: three dollars is a fair 
average. But in Denver, Seattle and 
like plants where modern commer- 
cialism has full sway and a consistent 
sales policy is in force, $8.00 or $9.00 
per capita is not considered “‘the point 
of saturation” by any means. 

The whole problem of central sta- 
tion development gets down to the 
first principles of commercialism. We 
are not commercial. We do not go 
after and attend to business in a busi- 
nesslike fashion. We are so immersed 
in our power house problems, our 
franchise fights, our fiscal situations, 
that we neglect that part of the busi- 
ness which supplies our very lifeblood. 

We must raise our business to the 
plane of a manufacturing concern 
before we can grasp the five million 
opportunities which are represented 
by the country’s unwired houses. 
In a manufacturing business, there are 
the problems of securing raw material, 
working it up into the finished product, 
financing the annual budget, protect- 
ing the patent rights and selling the 
goods. These problems may be com- 
pared to the identical central station 
problems of purchasing, generating, 
finance, franchises and sales. Of 
course, there are differences, just as 
there are differences in various sorts of 
manufacturing businesses, but the same 
general business considerations are 
involved. Abandon the idea that 
your business is “different.” It is 
true that every business has a charac- 
ter and individuality of its own, exact- 
ly as every man has character and 
individuality, but the fundamental 
characteristics are the same, and the 
laws of business, like the laws of nature, 
apply generally. 

I think the reason why so many 
central station companies are back- 
ward in their commercial growth is 
because the science of commercial 
success is so simple. Take the sub- 
ject of advertising, for example. The 
average central station man believes 
he must have something absolutely 
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different from anything ever dreamed 
of by anyone else. As a matter of 
fact, what he really wants is a simple, 
straightforward statement without 
frills, fancy pictures or technicalities. 
Similarly, the central station man who 
enters upon a campaign of expansion, 
wants to make sensational offers of 
something for nothing; he feels that 
he must bait his business hook with 
all manner of “‘free’’ propositions. 
But business men know that the ex- 
travagant claim attracts only a very 
cheap and profitless class of business, 
and that what the average citizen 
wants is one hundred cents in value for 
every dollar spent. 

These are simple enough rules to 
lay down, but very few seem able to 
follow them successfully, and for just 
one reason—commercial success is the 
result of commercial talent and experi- 
ence, just as engineering success is won 
only by the man with engineering 
talent and experience. Whenever I 
see an engineer tackle a commercial 
problem in an off-hand way I am re- 
minded of the Irishman who was asked 
whether he could play the violin. 
“T guess so,”’ said Pat, “it looks easy.” 

The engineers who established the 
central station industry have assumed 
that they can win a full measure of 
commercial success. They have as- 
sumed that commercial success is 
theirs without effort because “‘it looks 
easy.” And as a result of this as- 
sumption we are making snails’ pro- 
gress. Isn’t it about time to adopt 
new methods and go after those five 
million opportunities? 


Election Returns to all Consumers 

A unique feature of election night 
in New Haven, Connecticut, was a 
signal to all consumers through the 


flashing of their lights. The evening 
papers on election day announced to 
all the city that the United Illuminat- 
ing Company would signal them as 
soon as it was known whether the 
republican or the democratic party 
had been victorious. If the majority 
had voted republican all the lights in 
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the city were to be momentarily ex- 
tinguished twice in succession. Three 
flashes were to herald a democratic 
landslide. The people were keenly 
interested in the innovation and it 
met with unanimous approval. 


Slogan Sign For Schenectady 

The city of Schenectady, N. Y., is 
famous as the home of two gigantic 
industries as represented by the plants 
of the General Electric Company and 
the American Locomotive Works. 
The local board of trade has organized 
a “Booster Club,” to take up as its 
first work the choosing of a city slogan, 
and the erection of a slogan sign. The 
phrase which meets with greatest 
approval is “Schenectady Lights and 
Hauls the World.” 

This action is largely the result of 
the influence of The Schenectady 
Illuminating Company, which has 
been agitating the project for some 
months. The sign will be erected 
across State Street where it will be 
read from all the trains that pass on 
the New York Central Railroad. 


Denver Company Opens 
New Office 


According to The Denver Sunday 





News one hundred thousand people 
turned out on the evening of Saturday, 
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November 12th, to witness the illum- 
ination of the new office building of 
the Denver Gas & Electric Com- 


pany. 

A few minutes before 8 o’clock every 
light in the building was turned off, 
while the waiting crowd packed into 
the adjoining streets stood silent. 
Then General Manager Frank W. 
Frueauff, and Mayor Speer of Denver 
mounted a flag-draped pavilion erected 
at the corner of Fifteenth and Champa 
Streets and pressed the button which 
threw on the 13,000 lamps that are 
used in the wonderful exterior illumi- 
nation shown in the accompanying 
illustration. This is a reproduction 
of a photograph which was taken im- 
mediately after the lights were flashed 
on. 

The demonstration wads _ received 
with roars of applause and immediate- 
ly the doors were thrown open for the 
inspection of the building. 

The greater part of the throng visit- 
ed the offices and received carnations 
and small souvenirs. Refreshments 
were served. 

The exterior display on the new 
building is said to aggregate 200,000 
candle-power. 


N. E. L. A. Bound Proceedings 


The annual bound proceedings of 
the National Electric Light Associa- 
tion covering the St. Louis Convention 
have been distributed. There are 
two volumes comprising 2070 pages 
and 483 illustrations. These illus- 
trations include a protrait of President 
Frueauff and a number of elaborate 
colored engravings, charts illustrating 
Mr. Ryan’s paper on Street Arcs. 
There are seventy papers and commit- 
tee reports thoroughly indexed and an 
abstract of each paper is given in the 
front of the book for ready reference, 
with other lists and general informa- 
tion. 

The edition this year was 7000 copies 
as against 4500 sets distributed a year 
ago. This is due largely to the cre- 
ation of the many new state and com- 
pany sections. 
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PUT YOUR DIRECTORS TO WORK 

The man 
looks upon his company directors in 
about the same light as the newspaper 
cartoonists picture them—as_ rather 
stout gentlemen in silk hats and white 
waistcoats, whose chief labor is the 


average central station 


cutting of coupons and whose only 
interest is in the annual dividend. 

As a matter of fact, however, direct- 
ors are quite human. Most of them 
are brainy, far-sighted men, who have 
won their accumulation by hard work. 
They are men of large and influential 
acquaintance, with a perspective wid- 


ened by diversified interests. They are 


generally conservative, because con- 
servatism is the lesson of experience 
and success. 
the 


business. 


They are the fly-wheel, 
governor, the safety-valve of 

But directors should be put to work. 
[i is a mistake to permit them to grow 
fat in idleness or to acquire the habit 
of looking upon the lighting company 
as a sort of money-mill which pours a 
certain their 


dividend into 


pockets each year. 


definite 
They can be de- 
veloped into the most useful members 
of the central station organization if 
properly coached and encouraged, and 
the wise manager is he who recognizes 
his director’s potential value and 
seeks to realize upon it. 
Theoretically, directors direct. 


Ac- 


tually, they attend the meetings, look 
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as wise as possible, raise hob with the 
budget, and sidestep whenever the 
manager begins to talk technicalities. 
They are obviously of small value in 
the conduct of the operating or in any 
other phase of the business that deals 
with engineering problems. But in 
commercial development their advice 
is valuable and it is in that depart- 
ment of central station work that their 
guidance and help can be of greatest 
practical use. 
marily 
men. 


For directors are pri- 


commercial |men—business 
They are at home in problems 
of selling, advertising, finance and 
public policy. Being successful mer- 
manufacturers and bankers, 


they can co-operate where the ques- 


chants, 


tion is one of business building. 

These thoughts are suggested by 
the experience of a certain central 
station man of almost 
Recently the 
Board of Directors of his company 
met, and as luck would have it, the 
president of the company and _ the 


commercial 


national promimence. 


general manager and the chief engi- 
neer were all away or unable to attend. 
So it was up to the commercial man 
to run the meeting and represent the 
Know- 


ing nothing of their regular procedure, 


active heads of the business. 


he took the chair, pushed through the 
details and formalities, cleaned up the 
business of the meeting and then made 
a speech. It was all highly irregular, 
but it He told them that 
they should know more about the 


worked. 


business, that they should understand 
what the company was doing, and 
how, and why. He pointed out that 
he, as the sales manager, had never 
before attended a director’s meeting, 
and deplored their lack of interest in 
and knowledge of this vitally essen- 


tial branch of the company’s activities. 
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From the stenographic report of that 
speech, one would suppose he was 
talking to a solicitor’s meeting, but- 
it worked. It gave the directors a 
new viewpoint and enlisted their ac- 
tive personal support. They saw the 
company as “their” company. They 
began to work for it as they worked 
for their banks and stores and factories. 
Directors are useful things if they 
are handled effectively. Their in- 
fluence is great; their acquaintance is 
wide; their experience is deep. This 
influence, acquaintance and experi- 
ence are of no account to the operating 
of a central station, but they are in- 
valuable to its expansion and standing 
in the community. You pay your 
directors. Put them to work. 


N.E. L.A. COMMERCIAL SECTION 

The newly-formed Commercial Sec- 
tion of the National Electric Light 
Association seems to have. started 
business with more than the usual 
amount of enthusiasm and _ effective- 
ness. While only two meetings of the 
Organization Committee have been 
held, the new Section is already firmly 
established and has its work well 
mapped out. 

The plan is to have standing com- 
mittees on each important branch of 
central station commercialism. These 
committees will be composed of ex- 
perts—men who have specialized in 
the work in which their committees 
are dealing. They will study, com- 
pare and codify the best practice and 
submit their findings in the form of 
reports to the annual convention. 
These reports, it is understood, will 
comprise the commercial day program 
of the convention. 

The plan seems not only to be logi- 
cal but has much to commend it. 
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In the first place, these reports will 
contain definite suggestions which 
other commercial men can follow or 
adopt in their own towns. This is 
important. As one man of promi- 
nence said of the last commercial 
program, ““Too many of our papers 
work out theories, and after being 
heard and discussed at our meetings, 
we arrive home with only the theory 
to start on, even if we consider the 
suggestion of value.” This criticism 
of commercial papers should not be 
repeated if the various committees 
now at work carry out the plan. 

One rather striking feature of the 
new committee idea is the immediate 
tendency of commercial men through- 
out the country to look to these com- 
mittees for expert advice. Already 
the secretary of the new Section has 
received a number of requests for 
help which have been passed along to 
the committees. This tendency is 
significant; it not only assists the 
committees by indicating the exact 
commercial needs of central stations, 
but makes the new Section of imme- 
diate practical value as the source of 
reliable information and advice. 

The appointment of Class E mem- 
bers on these committees is an innova- 
tion which caused considerable com- 
ment, but which seems to have been a 
wise move. The old suspicion that 
the manufacturer is working for his 
own private pocket at all times, and to 
the exclusion of other interests, 1s 
fortunately dying out. As a matter 
of fact, the manufacturer frequently 
has a much broader view than the 
individual central station man_ be- 
cause his experience is country-wide. 
In the case of the Commercial Section 
committees, the Class E members 
appear to be the leaven in the loaf, as 
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2ach is determined to make his indi- 
vidual committee the “head line at- 
traction” at the next convention. 

On the whole, the new Section seems 
destined for large usefulness. The 
men in charge are going ahead con- 
servatively and the “big men” of the 
industry seem pleased with the way 
the movement is shaping up. Also, 
applications for membership in the 
commercial section are coming in 
briskly, which is a practical feature 
that should not be overlooked. The 
outlook for a big commercial day at 
the next convention is bright. 


PUSHING ASIDE THE CROWN 


In this day of high speed, when 
medals are few and far between, the 
average human is prone to catch-as- 
catch can and as Old Man Silas says: 
“Mos’ in-generally he gits away with 
it.’ Here cometh a refreshing in- 
stance of innate honesty which is good 
to tell about. 


Last month on Page 181 there ap- 
peared a Dollar Idea with the heading 


“Reading Meters by Postal,’ and 
ascribed to Mr. Joseph F. Becker, Jr., 
General Sales Agent, United Electric 
Light & Power Company, New York 
City. Mr. Becker gently 
teously but firmly pushes 
crown, requesting us to 


and cour- 
aside the 
announce, 
that though this scheme is in success- 
ful operation among, his apartment 
house customers, the idea itself was 
borrowed, having been suggested to 
him by the Union Electric Light & 
Power Company of St. Louis. 

We bow to Mr. Becker’s high sense 
of justice and bewail the fact Diogenes 
could not this 
day. 

(But who gets the Dollar ”) 


have lived to see 
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Electrical League of Cleveland Holds 
Big Smoker 

On Saturday evening, November 
19th, three hundred and seventy-five 
members and friends of the Electrical 
League of Cleveland enjoyed the best 
attended and most thoroughly success- 
ful smoker that has been held during 
the two years of the League’s exist- 
ence—a smoker which will, in the 
opinion of those present, contribute 
mightily towards unifying the elec- 
trical men of the Forest City in a 
spirit of co-operation and mutual 
good will. 

The hosts of the evening were the 
engineers of the National Electric 
Lamp Association, the affair being 
held in the 60x40 auditorium of the 
Association’s new building. The big 
room was specially decorated for the 
occasion with smilax, foliage and 
chrysanthemums overhead. Each 
chrysanthemum was centered with a 
miniature incandescent, while the 
main lighting units were shaded with 
colored paper streamers. 

A rousing address on ‘“Organiza- 
tion,” by Mr. A. A. Gray of Chicago, 
was the central and serious feature of 
the evening’s program. Mr. Gray 
referred to the aims and achievements 
of the Chicago Electrical Club, and 
urged his hearers to emulate it by 
striving for “coherence and continuity’ 
of effort among the various branches 
of the electrical industry in Cleveland. 

A concrete example of this co-opera- 
tion was given by Mr. J. Robert 
Crouse, who spoke briefly on the 
‘People’s Electrical Page’? of joint 
advertising which a number of elec- 
trical concerns are running in one of 
the Cleveland newspapers. Mr. 
Crouse expressed the belief that co- 
operative advertising of this charac- 
ter paid for itself in five times greater 
proportion, dollar for dollar, than 
advertising done in the newspapers 
without any thought of co-operation. 

The League contemplates holding 
three more smokers during the com- 
ing winter, when it expects to accept 
the hospitality of other prominent 
electrical concerns. 
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A New Current Demand Controller 

A simple and ingenious device for 
limiting the current demand on me- 
tered customers or for use as a flat rate 
controller is shown in the accompany- 
ing illustration. The apparatus pre- 
vents the customer using more than 
a certain amount of current by caus- 
ing the light to flicker rapidly as soon 
as any excess load is turned on. 

The device consists of a small hori- 
zontal vacuum tube containing two 





mercury cups on the lower side with 
leading-in wires sealed into the glass 
and making contact with a globule of 
mercury in each cup. A _ soft iron 
bar or needle rests on the globules of 
mercury and normally completes the 
electrical circuit between the two 
leading-in wires. Above one end of 
the needle is a small electro magnet 
in series with one mercury cup. The 
height of the magnet above the needle 
is adjusted by a set screw and slot in 
its frame. The instrument is placed 
in one leg of the circuit, the current 
passing first through the magnet then 
to the left-hand mercury cup through 
the needle to the right-hand cup and 
thence to the load. The action is as 
follows: When the load exceeds the 
predetermined limit the magnet lifts 
the needle away from the mercury 
cup and breaks the circuit. This in- 
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terrupts the current in the magnet 
which allows the needle to drop back, 
in the cup and the cycle is repeated, 
producing a continuous flickering of 
the lights as long as the excess load is 
maintained. The adjustment for dif- 
ferent limits is made by simply raising 
or lowering the magnet until the lights 
remain steady on the desired load, but 
will flicker if another lamp is added. 
When this adjustment is once made it 
will remain accurate to within a few 
watts indefinitely. 

The instrument is enclosed in a 
Japanned metal cover which is held 
in place by one screw and sealed as in 
an ordinary watt hour meter. It can 
be connected to the circuit through 
slots in the side of the cover or through 
holes drilled in the back of the case as 
preferred. The size shown in the 
illustration can be adjusted for loads 
up to three amperes. For currents 
of from three to ten amperes an in- 
strument of similar design is used in 
which the needle is omitted and a 
horizontal column of mercury com- 
pletes the circuit. When an excess 
load is applied the magnet in the 
larger type tilts up the tube and the 
mercury runs down to one end, thereby 
breaking the circuit for an instant 
until the tube is dropped to the hori- 
zontal position again. 

The device is the latest addition to 
the line of flame arc lamps and other 
lighting specialites carried by the 
Stave Electrical Company, 27th Street 
and Broadway, New York. Its sim- 
plicity of construction and operation 
make it practically fool and_ thief 
proof. It can be used on either direct 
or alternating currents of any ordinary 
lighting voltage without special ad- 
justment and is not affected by dirt, 
moisture or temperature. Installed 
as a substitute for meters, it not only 
saves the entire_expense of meters, 
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reading and maintenance, but greatly 
reduces the cost of equipment, book- 
keeping and billing. It adds but 
little to the present meter expense 
when used in series with a meter for 
charging by the kilowatt hour on a 
demand rate basis. The manufac- 
turers expect a large field for the de- 
vice, especially for small installations 
where low candle-power tungsten 
lamps make the outlook for revenue 
rather discouraging on a_ straight 
meter system. 


A Sign That Dominates 

One of the most interesting electric 
advertising displays that has ever 
been seen in Chicago is the Stewart 
Speedometer sign, shown in the ac- 
companying cut. This sign was built 
by the Haller Sign Works (Inc.) of 
Chicago, and is operated electrically 
by a motor-driven flasher and mechan- 
ically by a motor-driven worm gear. 

{t is a double-faced sign. The words 
“Stewart” and “Speedometer” flash 
alternately and on alternate sides in 
natural lamps. The outline of the 
dial burns steadily and the indicating 
needle is equipped with red lamps 
while the worm gear causes it to move 
slowly back and 
forth across scale. 
This scale is illu- 
minated by means 
of lights in trough 
reflectors, not vis- 
ible from the 
street. The sign 
is read north and 
south along Michi- 
gan Avenue. 

The Stewart & 
Clark Manufac- 
turing Company, 
who operate the 
sign, are enthus- 
iastic over the in- 
stallation. They 
say: 

“Of all the ad- 
vertising we have 
done in recent 
we believe 
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if we were to credit any one individual 
bit of advertising with having done the 
most good, we would surely give that 
credit to our big electric sign on Michi- 
gan Avenue. It has been the talk of 
the town, and done us a great deal of 
good among the trade on the Row. 
Of course, every automobile owner 
eventually goes to the Row, and as 
our sign is about the most prominent 
sign on the Row, he naturally sees it. 
At night, when illuminated, it is cer- 
tainly attractive. It can be seen 
down Michigan Avenue for a mile to 
the north, and nearly the same dis- 
tance south. ‘The moving pointer 
gives a great deal of life to the sign, 
and the switching is so arranged that 
this pointer stands out alone at times, 
and as you look up into the black of 
the night and see this brilliant red 
pointer standing out alone in the sky, 
it certainly makes you wait to see the 
rest of it. Immediately following comes 
the flash, STEWART SPEEDO- 
METER, and the story told. 
Considering the original cost, we be- 
lieve that this advertising is about 
the cheapest that we have done, as 
the maintenance — cost very 
slight.” 
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Electrically Heated Melting Pot 


In many industrial establishments 
it is imperative that means be afforded 
for melting lead, solder, ete., in greater 
or less amounts. This has been gen- 
erally accomplished by means of de- 
vices heated by coal, gas, gasolene, oil 
or other dangerous and unhealthful 
heat producers which involve a fire 
risk in addition to their other objec- 
tionable features. 

The electrically heated device man- 
ufactured by the General Electric 
Company for this purpose is clean, 
sanitary, and without odor. As its 
operation is not attended with a fire 


hazard, it can be used anywhere, even 
where combustibles are scattered 
about, and its control is so easy and 
certain that it can be regulated so as 
to maintain the molten metal at the 
proper temperature for best results. 
It is always ready for use, a throw of 
the switch turning on the heat. It 
finds extensive application, being suit- 
able for melting lead, solder, babbitt 
metal, for tinning, dipping, and solder- 
ing wires and other small articles, for 
telephone manufacturing — establish- 
ments, electrical repair shops, ete. 

In construction it is a shallow cir- 
cular vessel of cast iron, the cup being 
assembled on top of the heating disc 
and the design being such that the 
heating unit is readily accessible. 
There are 3 degrees of heat regulation, 
consuming 200, 400 and 600 watts 
respectively. The standard device has 
a maximum capacity of 15 lbs. and is 
designed for attaching to electric cir- 
cuits where the potentials are 100, 110 
or 120volts bystandard attaching plug. 
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In addition to the smaller sizes 
which are kept in stock, units will be 
built to order having a capacity (for 
lead) of 700, 1000, 2100, 2500, 3000, 
3150 and 3500 lbs. respectively. Some 
large ones are now being built, having 
a capacity of 1000 lbs., one for a large 
shipbuilding company, to be used as a 
tin melting pot, and another for a 
large paper manufacturer, for use in 
melting stereotype metal in the print- 
ing department. 


Electric Cook Book 

An interesting book of recipes for 
cooking by electricity has recently 
been distributed by the New York 
Edison Company. The booklet con- 
tains not only recipes for various dishes 
cooked upon the electric toaster, 
chafing dish, griddle, waffle iron and 
dise stove, but also contains directions 
for the use of the various appliances 
and cost of current consumed in the 
preparation of each dish. 


Keen Kutter Advertising 
The Simmons Hardware Company 


of St. Louis, Missouri, one of the 
largest national advertisers, is also one 
of the latest converts to the value of 
electric signs as a publicity medium. 
The first large sign erected for this 
company was on the Boardwalk in 
Atlantic City, and was quickly fol- 
lowed by another immense sign in 
New York City. The picture shown 


herewith is a night view of the latest 
sign just erected on Pennsylvania 
Avenue in Washington, D. C. The 
contract was secured through the 
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co-operation of the Potomac Electric 
Power Company and the Valentine 
Electric Sign Company of Atlantic 
City, who built the sign. 

The display is 60 feet wide by the 
same number of feet high, and the 
trade mark of the Simmons Company 
is prominently worked out in colored 
lamps, which, taken in connection 
with the flashing effect, etc., makes an 
attention-compelling advertisement. 


Training Incandescent Lamp Sales- 
men 

The Harrison Works of the General 
Electric Company has been extending 
the course given to all lamp salesmen. 
Men taking this course have usually 
had some selling experience, but lack 
technical training in electricity and 
illuminating engineering. The dura- 
tion of the course is three weeks, the 
work being in the nature of experi- 
mental lectures, recitations, readings, 
selling talks, trips through the factory, 
laboratory work, and talks by special- 
ists from the Commercial Engineering, 
Sales and Factory Departments. The 
men, at the end of the course, are quite 
familiar with the adaptability of the 
various units, know how to design 
illuminating schemes and can work 
out simple illuminating — problems. 
This course is also open to central 
station managers who wish to have 
their new lamp salesmen trained and 
who have not the facilities at hand to 
carry on the work. 

The work is under the personal su- 
pervision of Professor Sydney W. 
Ashe, who is provided with assistants 
to look after experimental and prob- 
lem work and work on lamp data. 
A number of experienced men have 
also been trained to give experimental 
lectures and these men are available 
to the various central stations for lec- 
tures to their employees. Such sub- 
jects as sign lighting, industrial light- 
ing, automobile lighting, street illumi- 
nation, store lighting, etc., are among 
those included in the list. 

When a salesman returns to the 
works after having been in the field for 
about a year, he is given an advanced 
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course, the aim being to develop the 
dominant characteristic of each man 
to a high degree. 

Facilities are also provided in the 
way of a well equipped laboratory, 
where the man may study all the 
various types of illuminants under 
operating conditions, using the differ- 
ent kinds of photometers and perform- 
ing simple experiments in electricity. 


Improved Simplex Toaster 
The Simplex Electric Heating Com- 
pany has added a “Keep Hot Rack” 
to its electric toaster. The improve- 
ment provides a toast rack on top of 
the toaster that consists of two wire 
supports projecting upwards at an 


a he 
ra ” 














angle of about 45 degrees from either 
side. They form supporting bars to 
lay the toast on, the other end of the 
toast resting on the top of the frame. 
It in no manner interferes in operat- 
ing the toaster, but places the toast 
directly over the hot air rising from 
within, keeping it warm, or drying 
fresh bread while other toast is in the 
making. When the toasting is over 
the supports drop out of sight. Like 
a good servant, the toast rack is never 
in evidence except when wanted. 

For the holiday trade the new toast- 
er with the ““Keep Hot Rack’’ will be 
packed in attractive “holly boxes” 
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appropriate for Christmas gifts. Sim- 
plex household irons, water cups, 
traveller’s stoves, milk warmers and 
heating pads are also furnished in 
holly boxes all ready for the Big Morn- 
ing. 


Railroad Signs 

There seems to be a growing interest 
in electric sign advertising among man- 
ufacturers whose factory buildings are 
located along prominent railway lines. 
These men are beginning to realize the 
value of the travellers’ eye, and since 
the impression is made at a time when 
the mind is particularly receptive, 
this form of advertising offers interest- 
ing possibilities to both central station 
and sign manufacturer. 

One of the largest of these “‘railroad 
signs” is being installed on the 
factory of the J. Ellwood Lee Co. in 
Conshohocken, Pa., to show from the 
tracks of the Pennsylvania railroad 
and the Philadelphia and Reading 
railroad. This sign is 288 feet long 
and in 10-foot letters points out to the 
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traveling public the home of the ‘“Jeleo”’ 
tires. The sign was built by the Val- 
entine Electric Sign company of At- 
lantic City, N. J., and is equipped with 
2800 tungsten lamps. 


Valuable Booklet on Electric Heating 
Devices 

The complete line of electric heat- 
ing devices which has been recently 
put on the market by The Cutler- 
Hammer Manufacturing Company of 
Milwaukee, is fully described in a 
32-page booklet. The illustrations are 
from half tones in double-tone ink, 
making the book very attractive. 

The descriptive matter of the 
booklet is divided into seven sections, 
each devoted respectively to the sep- 
arate lines: electric irons, disc stoves, 
radiators, toilet devices, portable wa- 
ter heaters and instantaneous water 
heaters. As the water heaters are 
entirely new developments in the elec- 
tric heating field their description has 
been made very complete and explicit. 
































Design “C” 
6-M (Godines-Marshall) Lamp 


The Electric Motor & 


The Advantages 








of a single light source in a 
reading lamp are immediate- 
ly appreciated by the dis- 


criminating buyer. 
TT 
2 EE 


‘This is only one of the many 


features of 


Che GM Lamy 


Equipment Co. “'N4* 
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New features in the design of the elec- 
tric irons have also received especial 
attention. Mott Lamp Posts 

A data sheet has been inserted in the 
back of the book, which has condensed STANDARD OF QUALITY 
information regarding each device, Established 1828 
such as prices, weights, dimensions, 
current consumption, time required to 
heat, cost of operation, etc. 

This publication should prove of 
value to all interested in the selling of 
electricity. A series of six folders, 
each devoted to a separate line, has 
also been published and is ready for 
distribution. 


THREE MEN WANT JOBS. Owing to 
the discontinuance of the Commercial Depart- 
ment of a large Central Station, three com- 
petent salesmen are open to engagement. They 
have good records and can show evidence of 
ability to sell current and appliances. Address 
““One-Two-Three,”’ care of Selling Electricity, 
74 Cortlandt Street, New York City. 








Street Lighting Fixtures 


2046 J 


Ornamental Lighting Posts 


Design No. 39,704 for all Purposes 


A complete line of brackets described SPECIAL TO CENTRAL STATIONS 


in circular 19. Send for a iia We will be glad to co-operate with your 


New Business Department and submit spec- 


THE ELMER P. MORRIS CO. ial designs for Commercial Lighting Projects 


Send for our New Catalogue 


The J. L. Mott Iron Works 
118-120 Fifth Ave., New York 


The Outdoor Lighting Specialty House 
94 West Street New York City 
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es 


We have a few more of those crisp, green Dollar Bills left. Write us 








about those “hunches” that help you sell juice. We buy them at one simo- 
leon per. SELLING ELECTRICITY, 74 Cortlandt Street, New York City 
i 








Durable and Uniform. 








Westinghouse Lamp 


poe es — Bloomfield, N. 
an or 
NEW YORK WORKS: 510-532 West Bd Sé., 


SOLD BY 







100 Watt 












Tungsten Incandescent Lamp 
FRAGILITY DONE AWAY WITH 


The Latest Development in the Art—Strong, 


Company, 


J. —s«~P.:~ 7 - Box 128 
NEW YORK CITY 


WESTINGHOUSE ELECTRIC & MFG. CO. 
Sales Offices in all Principal Cities. 










































ORIGINAL COLONIAL DESIGN 


HALLER SIGN WORKS, 


704 So. Clinton Street, Chicago 












Do not neglect to send for our 


without it and you can have it for 


COLONIAL CANDY S ft BR ihe osking. 


; new 32 page catalogue, just out. 
’ , ' ¥ It shows many new and attractive 
y designs of small and large electric 
signs. You cannot afford to be 
s 
( 


(Inc. ) 
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Let Electricity Do Your Family Washing 


Why not join the other 1631 electric 
light company officials who are having 
their washing done with a 


THOR 


Surely you cannot hesitate to at least investigate the merits of the 
THOR in the face of such evidence as this. If you want to have 
your family washing done more thoroughly—in less time—at a lower 
cost—at least give the THOR a trial at our risk. ; 
And every THOR means another motor 


This Coupon Brings FREE Booklet 


This is your opportunity to cut down 
your fixed household expenses—and you 
are the man that pays the bills. Detach 
and mail us the coupon now. 





COUPON 
Hurley Machine Co. 29 S. Clinton St., Chicago. 
or 1010 Flatiron Bldg., New York 
Gentlemen: Without further obligation on my part send me 
Free THOR Electric Home Laundry Machine Booklet. 
Name 


Address 


























Brush Type Flasher 


FOR ELECTRIC SIGNS 





For “‘spelling out” signs. Single pole, 

Capacity six amperes per switch. A low- 

price article of unusual merit. Regard- 

. ed by some as the best type known. 

~ = set ae ae er Strictly high-grade workmanship, ma- 

\e p . | chine cut gears, steel worms, and our 

, 5 ‘ " | special brush stiffener doubles the life of 
the contact. 








ee ee Dull’s Flashers are made in all grades, 
all sizes, and for every purpose known. 
We are prepared to supply the cheapest as well as the most exacting demands. 


REYNOLDS DULL FLASHER CO. 


152 FIFTH AVENUE, CHICAGO 
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Electric Motors 


are Reliable and 
Our Salesmen want Efficient 


to help you sell 


vnc Proved by Test 


rent Consumption. Send for Help No. 1402 FV 


Fairbanks, Morse & Co., “Geni *\chybr® 


Cincinnati, Ohio Louisville, Ky. Kansas City, Mo. Spokane, Wash. Bakersfield, Cal. 
Cleveland, Ohio Detroit, Mich. St. Paul, Minn. Seattle, Wash. Santa Maria, Cal. 
Richmond, Va. St. Louis, Mo. Minneapolis, Minn. Denver, Col. Taft, Cal. 
Jacksonville, Fla. Indianapolis, Ind. Milwaukee, Wis. San Francisco, Cal. Coalinga, Cal. 
Atlanta, Ga. Omaha, Neb. Salt Lake City, Utah Los Angeles, Cal Portland, Oregon 
New Orleans, La. Canadian Fairbanks Co., Ltd., Sole Agents for Canada 


























SOME TALKING POINTS THAT WILL SELL 


Everson Cleaners 
In YOUR City = Weight 


35 Ibs. 


i—Can be lifted by the little finger 








2—Greatest effective suction 
3—Safety valve to protect motor 
4—1-6 H. P. Holtzer-Cabot motor 
5—Indestructible vulcanized 
fiber case, non-conductor 
of electricity a 
6—No screws, clamps, or Pe 
catches . 
7 etc.—On request 


The Good Points of All 
The Bad Points of None 


Everson Mfg. Co. = i 


30 Oliver Street 
BOSTON, MASSACHUSETTS 
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Motor 
Profits 


Before Manufacturers spend much money for electrical 
equipment they want to know what interest they will make 
on the investment. This you can determine quite accurately 


for them before they invest a cent. 
Anything that reduces their unit cost of production means 


additional profit and here is where 
Fort Wayne Motors Prove their Superiority 


We will be glad to furnish you with guarantee performance curves for any of our motors and if you will send 
us your customers’ specifications our engineers will solve their individual problems and recommend sizes, ete. 
With this information you can easily figure out how much they will gain by installing electric drive in their 
There are a great many advantages also on which it is hard to place a money value, such 


plants. 
as cleanliness, convenience of locating machines regardless of power supply, ease of control, 
elimination of belts and pulleys, increased 


automatic operation, economy of floor space, 
These points 


safety and freedomfrom accidents to employees, more light and less noise. 
apply in general to almost all motors, but there are particular features about Fort 
Wayne Motors that make the m the best purchase in the market. Anyway it will pay 

f 


you to send for our Bulletin “‘Motor Drives.”’ It’s free. 


FORT WAYNE ELECTRIC WORKS 


“Wood Systems” 
1603 Broadway, Fort Wayne, Indiana 


Branch offices in most large cities 








“A Satisfied Customer’”’ 
Why? 


because he is getting the full advertising benefit, 

Because his lighting bills are not excessive, 

l;ecause his lamp renewals are less frequent, 

Advantageous to both central stations and their consumers. 


One who uses a Flasher on his electric sign. 


NR oR Y Al SV CITI 


oem UF UA WIS 


ur line is complete, goods are high-grade and prices right. 
Secure new bulletins. 


Reynolds Electric Flasher Mfg. Co. 


Largest Manufacturers of Flashers in the World 





New York Office Factory and Main Office, 191-193 Fifth Ave., Chicago 


1123 Broadway 
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Take Advantage of the Growing Interest in 


Plain Type, G-E Intensified Are Lamp 
Globes Lowered for Trimming 


LD). C. Intensified Arc Lamp 
I'rench Renaissance Design 


Better Store Lighting 
A Modern Lamp for Modern 


Requirements 


Store lighting is one of the most important parts of 
your business. The G-E Intensified Arc Lamp was de- 
signed primarily for store lighting. Hundreds of thor- 
oughly satisfactory installations, together with the 
rapidly growing popularity of the lamp in this field alone, 
show how fully this lamp has realized the ideals of its 
designers. Therefore you need have no hesitancy in 
‘‘pushing’’ the G-E Intensified Arc Lamp for store light- 
ing and all similar service wherever direct current, high 
candle-power units are desirable. 


Educating the Merchant 
In our advertising campaign for ‘‘better store light- 
ing, we are frankly telling the merchant some plain 
truths about arc lamp lighting. The following extracts, 
from a recent advertisement in Dry Goods Lconomist, 
are typical: 
Economical. 

‘‘It 1s a mistake to assume that are lamp lighting (for 
stores) is unduly expensive.’ 
Daylight Color Values. 

‘‘The importance of displaying merchandise by night in 
its true color values cannot be over-emphasized. With 
many forms of artificial illuminants the preponderance of 
red, green or yellow rays distort color values and give to 
nearly all merchandise hues that are alien to their daylight 
appearance. 

Uniform Light Distribution. 

‘‘G-E Intensified Arc Lamps give a steady, uniform dis- 
tribution of light that can be shown by test to bring out the 
real daylight colors of a display.”’ 

Nearest Approach to Daylight. 

‘*The white light it (G-E Intensified Arc Lamp) gives is 
proven, by careful and conclusive tests, to be the nearest 
approach to real daylight of any artificial illuminant, 
irrespective of kind or class. 

No Reflector Needed. 

‘*The G-E Intensified Arc Lamp combines the light source 
and reflector in one beautiful unit so that no additional 
reflectors or fixtures are necessary.’ 


Investigate Now 


All we ask is that you learn the many exclusive advantages 
of G-E Intensified Arc Lamps, for we are certain that, once 
you know, you will ‘‘push’’ the lamps on their merits. 
There is no question about your immediate and ultimate 
benefits. 

Don’t forget that ‘‘the season of more electric light’’ is at 
hand 

Get in touch now with our nearest representative. Mean- 
while a handsome Bulletin, No. 4743, will be forwarded 
upon request. 2739 


General Electric Company 


Largest Electrical Manufacturer in the World 


Principal Office: SCHENECTADY, N. Y. 
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Te Ham Attachment 


Most convenient 





wiring device 
brought out in 


the last decade 








é For sale by all jobbers 


Patented November 17, 1908 


E. W. HAM, — +2" — Worcester, Mass. 








THIS ADVERTISEMENT IS WORTHLESS 


unless you are willing to be shown 


Cut No. 1 represents your residence lighting conditions at 
the present time. 

Large investment in poles, lines and transformers, with an 
occasional installation here and there. 

Our records, the census reports and electrical authorities 
agree, that the present proportion of houses using electricity 
for lighting to those who do not, is in the ratio of 1 to 10. 


Cut No. 2 represents the improved conditions of residence 
lighting, due to the establishment of a controlled flat rate 
in connection with Mazda Lamps and Excess Indicators. 

If your present residence conditions suit you, it is useless 
to argue the question further, but we are looking for broad- 
minded Central Station men who recognize the situation, and 
ep who are honestly willing to do their part to increase their 

—- business, revenue and profits. 

The improved conditions above referred to, have been obtained in every city now under 

contract with us, list of which, with details of results, will be supplied on request. 


EXCESS INDICATOR COMPANY 


241, West 42d Street New York City 




















In writing to advertisers, mention ‘‘Selling Electricity.’’ 














December, 1910 SELLING ELECTRICITY 








OPALUX 
‘The Glass without the Glare”’ 








Have You Used OPALUX? 


" Why ? 


\ 
N 


iil : . 
st a 


— 


Medium Angle Reflector 


By Test 


INSTALLATIONS THE WORLD OVER 








Ask your dealer, or 


THE OPALUX COMPANY 


298 Broadway, New York City 


FOR CANADA FOR LATIN AMERICA AND FAR EAST 
Canadian General Electric Co., Lt’d, H. W. Johns-Manville Company 
Toronto, Canada 100 William St., New York 
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Simplex 


Holiday Suggestions 


Simplex Dining Room Sets, Coffee Urns, 
Chafing Dishes, and in Holly Boxes— 
Water Cups, Toasters, Traveler's Stoves, 
Heating Pads, Baby Milk Warmers, and 
Household lrons, make most acceptable 
Xmas and Wedding Gifts. 

Display these devices, suggest them to 
your customers—it means more customers, 


new consumers and more sales for current. 


Write for ‘‘Selling Helps.” 


SAPEXTLEORICHEATING¢ 


Cambridge, Mass. 


Monadneck Bleck, Chicago 
612 Howard St., San Francisco 


ELECTRICITY 








‘Give 
Something 
Electrical 


is a Christmas suggestion that 
will bring many buyers in 
your display room between 
now and Christmas if you put 
it up to them often enough. 
Here are some good things 
to advertise now: 


The Westinghouse Electric lron 

The Westinghouse Gen’! Utility Motor 
The Westinghouse Toaster Stove 

The Westinghouse Chafing Dish 

The Westinghouse Luminous Radiator 
The Westinghouse Sewing Mch. Motor 
The Westinghouse Disc Stove 

The Westinghouse Air Heater 

The Westinghouse Heating Pad 


And we have some good ad- 
vertising matter specially pre- 
pared for your use: 


Christmas Folders, 
Display Cards, 
Street Car Cards, 
Newspaper Copy, 
Illustrations. 


This advertising matter will 
help you make December the 
biggest month of the year in the 
sale of domestic sertes. Write 
to-day, saying what you need. 


Westinghouse Electric & Mfg. Co. 
Pittsburg, Pa. 


Sales Offices in all Large Cities. 
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120 miles at 1 1-5 cents a mile—that’s just 
one of the recent remarkable performances of 
electric vehicles on a single charge of 


The New Edison 
Storage Battery 


In eight test trips already completed, with electric vehicles Edison equipped, 
Over average country roads and steep grades of New York and New Jersey, the 
average mileage on a single charge was 118 4-10 miles. The minimum run was 
102 miles—against a strong head wind and over 15 per cent grade. 

A recent city run of an electric, Edison equipped, showed over 200 miles on a 
single charge of the battery. 


What these performances mean to every 
central station 


With the new Edison Storage Battery,-there will be more electric vehicles on 
the road than ever before. The Edison battery, giving fwace the mileage of the lead 
battery, is making the electric vehicle industry. 

That alone means more business for you. 

But that is not all. The Edison equipped vehicle, being a practical car that will 
deliver a full day’s run on a single charge, will receive double the usage of a lead 
battery equipped vehicle. 

Besides, the far greater capacity of the Edison means a bigger individual charge 
in each instance. 


Every electric vehicle that goes out of the 
factory equipped with the Edison is an en- 
couragement to the industry and a boost 
to you. 


It’s up to every central station to boost Edison equipment for every 
electric vehicle in its vicinity. | Write us to-day for full particulars. 


Edison Storage Battery Co., 123 Lakeside Ave., Orange, N. J. 














— 
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The Services 
of 


F. Laurent Godinez, E.E., ME.., 


have been retained 
by 
The Central Station Development Company 


in charge of their Lecture Bureau 


Mr. Godinez, as an authority on the subject of Artificial Illumination, in all its 
phases, has established an international reputation as a public speaker on this 
subject. 


His public Lectures IN THE INTERESTS OF THE CENTRAL STATION, 
have been unanimously characterized, by the press, as the acme of originality 
and realism in educational achievement. ‘These lectures have received the un- 
precedented approbation of the public to an extent never even approximated in 
the past by speakers dealing with what is generally believed to be a “dry,” 
scientific and uninteresting subject; yet in the face of this tremendous prejudice, 
Mr. Godinez has always succeeded in holding the undivided and enthusiastic 
attention of ‘full houses.”’ 


This success, aside from his broad, practical experience in the engineering problems 
of Illumination, has been sevibuned to the fact that his lectures are aimed 
directly at the general public—not over their heads. 


MR. GODINEZ DOES NOT LECTURE IN THE INTEREST OF ANY 
MANUFACTURER ; Station in creating an interest and 
a demand by the public for THE USE OF ELECTRICITY. 





There are a few open dates in Mr. Godinez’ mid-winter tour, and his services, on 
these dates may be secured at a very nominal charge. ‘Those desiring further 
information may obtain complete details by addressing 


The Central Station Development Co. 
F. Laurent Godinez, E.E., ME., 


in charge 
Public Lecture Bureau, 


506-518 Rockefeller Building 
Cleveland, Ohio 
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Proof! 


Because we are turning 
out the orders! 


Satisfying the customers, 
and in return they compli- 
ment our work, which we 
think is the best evidence 
for proof of the quality and 
all the essential parts that 
is required to make attrac- 
tive, good selling Fixtures, 
turned out of our large 
Factory. 


R. WILLIAMSON & Co. 


Manufacturers of 
Electric and Combination 
Fixtures and Art Dome Shades 
Washington and Jefferson Sts. 
CHICAGO, ILL. 





No. D1944. Bracket. 























There is Hardly a Central Station in the Country 


THAT DOES NOT NEED A DEMAND LIMITING DEVICE 
IN SOME FORM OR (OTHER 








HERE IS ONE THAT IS IDEAL FOR SMALL AND MEDIUM RESIDENCES 


100 | ee ac 
“* THERMO? 


|® DEMAND LIMIT ‘ 
| oS Aa SE 


Weight 


5 Ibs. 


OUTSIDE, NEAT AND PLAIN INSIDE, SIMPLE AND EFFICIENT 


Accurate, rugged, portable, easily installed and noiseless in operation. Has practically no 
maintenance cost. Designed to be used in conjunction with watt meters. But has been thoroughly 
tried out on straight demand service. A post card today will bring you particulars or a sample for 
30 days’ trial if you ask for it. Representatives still wanted in a few states. 


HENRY THERMO-ELECTRIC Co. 
3 SCOTT AVENUE, NEWPORT, VT. 
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or Dressing Table 














































Radiator 


_ Made in three sizes A copy is yours for the asking. 
for one, two and three 


Heat Regulation 














Household Iron Tailors’ Goose 3 pound—detachable handle 
. a : 12, 15 and 20-pound sizes Convenient for Travelers 
5,6 and 7-pound sizes 


Curling Iron Heater now. They advertise central station 
\for Wall Mounting 





The Cutler-Hammer Mfg. Co. 


Milwaukee, Wisconsin 


NEW YORK: Hudson Terminal CHICAGO: Monadnock Block 

(50 Church St.) BOSTON: 176 Federal St. 
PITTSBURG: Farmers’ Bank Bldg. CLEVELAND: 1108 Schofield Bldg. 
PHILADELPHIA: 1201 Chestnut St. 


PACIFIC COAST AGENTS: Otis & Squires, 


. i &. 


_ Sleeve Iron 


CUTLER-HAMMER 


ELECTRIC 
HEATING DEVICES 


are the best advertisements 
for Central Stations 


HE Portable Water Heaters are 





: Disc Stove 
very attractive and can be used Diameter of heating surface, 
in the household, restaurant, 7 inches 


bar, drug store, barber shop, etc. 
Begin a campaign for this business 


current wherever installed and help 
to make the use of electricity general. 

Cutler-Hammer Electric Irons 
have uniformly heated ironing sur- 
faces and unusual heat retaining 
qualities. They conform to the 
housewife’s idea of what an iron 
should be. They require no sepa- 





rate stand. Shaving Mug 
Polished Nickel 
Write to-day for further information. inside and out 











A 32-PAGE BOOKLET [Fig sua 


describes and illustrates our entire line. 





155 New Montgomery St., San Francisco _. Portable Water Heater 
I'wo Styles. 3 and 4-qt. sizes 
Hot Water in 45 seconds 
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PAY! 


If you have been receiving free 
copies of Se//ing Electricity and think 
it’s good enough to read, don’t you 
think you’d better pay up and get it 
reoularly?) We’ve been as liberal as 
the law allows in sending sample 
copies to people we thought would 
be interested, but we’re going to 
quit, so 


PAY UP! 


We might add that beginning with 
the January issue there will be a 
number of big features. You will 
not want to miss them. Address 
your remittance 


EB. . Ph, 


Selling Electricity 
74 Cortlandt St. New York 
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Electric Signs 


built with special refer- 
ence to their location 
as well as their appear- 
ance have a double 
effectiveness. 


FEDERAL SIGNS 


are designed on this 
principle and give per- 
manent satisfaction. 


Descriptive Bulletin 
No. 133A sent on 
request. 


FEDERAL ELEcTRIC COMPANY: 


e BMAN UFACTURERS 
) N'A aU BD) DESPLAINES STREETS 


* CHICAGO & 


GRAND CENTRAL STATION - CHICAGO 





